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Ys. Out! QueEN QuALITY’S, 


New Face Line For 1933 


Our representatives are now on their territories with the 

new Queen Quality line for Fall. You'll find style developed iain 

to a greater degree of smartness in this versatile, well-bal- A beautifully tailored 
je ne-eyelet tie for Fall. 

anced assortment of new patterns. And you'll appreciate the eatin, 

aistinctive combination of materials which is outstanding in 

this line. 
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Produced by the world’s largest shoe manufacturers, and 
featured in a national advertising campaign in Harper’s 
Bazaar, Woman’s Home Companion, Delineator and Ladies’ 
Home Journal, Queen Quality offers a nationally known 
value enjoying widespread consumer acceptance. 


Dependable In-Stock Service affords exceptional opportu- 
nity for quicker turn-over, less mark-downs and greater prof- 
its. An early selection will place you in a most advantageous 
position for Fall. Write or wire for a representative to call. 


QUEEN QUALITY SHOE COMPANY - ST. LOUIS, MO. 


Branch of International Shoe Company 
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CAROLE 
Novel tie charmingly de- 





TO RETAIL AT veloped for Fashionable 
56° 0 $ 5° 0 Fall activities. 
q = and — 
un DeLuxe Models to 





$950 








LAKEHURST 
Fashion’s favorite ver- 
sion of the ever popular 
Spectator oxford with 
effective perforated trim, 





DU BARRY 


Fall’s newest interpreta- 
tion of a high-styled 
pump with smart buckle 
ornament. 
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The VOICE of the TRADE 


Michael Kalsman 


of Silverwood’s, Los Angeles, 
says: “Today, when one of the old 
time travelers comes in and shakes 
my hand and says, ‘You are one 
of the easiest men on the street to 
talk to,’ I take it as a high compli- 
ment. 

WELCOME 
BROTHER. 














“T have long been well aware 
that the man who sits in the buy- 
er’s seat, if he permits his vision 
to become clouded by his own im- 
portance, may develop the ten- 
dency to deal superciliously with 
those who would solicit business 
from him. If he so chooses, he may 
wield almost autocratic power over 
these solicitors who are forced to 
put up with whatever variations 
his nature may offer, with the hope 
that they may get a crumb of his 
business. 

“Then, too, in my years of ex- 
perience I have tound that there 
are those salesmen who attempt 
to flatter the buyer out of his busi- 
ness by telling him how smart he 
is and how much he is putting the 
job across and making many other 
obviously ‘sugared’ remarks for 
the purpose of getting the busi- 
ness. 

“However, it has come to me 
forcibly in the face of this experi- 
ence that while we may not permit 
ourselves to be misled by flattery, 
I have an obligation toward my 
fellowman that forbids me to 
abruptly or discourteously deal 





with any solicitor, no matter how 
foreign my needs may be from his 
line. 

“Perhaps I have not always been 
able to give the time to go into 
friendly conversation with these 
men, but it costs so little to take 
their hands in comradeship and 
smilingly tell them ‘No.’ It makes 
them bigger men and better sales- 
men and it makes my rest at night 
more peaceful for having extended 
a helping hand to my _ fellow 
being.” 


*k kK * 


Ssaratary of Labor, 


Frances Perkins, tells a story of 
one of her long-living forbears. 


3 RNED FEW LE DIE AT 
THERES DA FE ower 
be 


At the age of 99 he went to the 
family cobbler and asked him to 
build a pair of boots guaranteed 
to stand the wear and tear for at 
least 10 years. 

“Why, you don’t expect to live 
long enough to outwear a pair of 
shoes like these? protested the 
cobbler when the Perkins’ ances- 
tor started laying down the speci- 
fications for the boots. 

“Just look up your statistics, 
Mr. Shoemaker,” replied the near- 
centenarian, “and you will be sur- 
prised to find the low death rate 
among persons of the age of 99 
or over.” 

Secretary Perkins’ forbear 
died at the age of 102. 








K ickish Brothers 


of Houghton, Mich., displayed a 
loyal spirit of supporting the home 
industry when they recently sent 
an order to Nunn, Bush & Wel- 


MEAL THAT'S PATRONIZING 
-? > — #0 


E INOYST 
“aS Scene 
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don Shoe Company of Milwau- 
kee, Wis., which was written with 
pen and ink upon a sheet of bright, 
finely drawn copper. Their com- 
munity is widely known for this 
product. 
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Cost of collections ! 
Take for instance a pair of $3 
shoes, sold on credit. To send out 
the bill costs a three-cent postage 
stamp. Add two more for sta- 
tionery and clerk hire, and cost of 
keeping the charge accounts. So 
much totals to a nickel. Add a 
like charge if a receipted bill is to 
be returned to a customer. The 
stamp on the check adds two cents 
more to the cost, and the cus- 
tomer also has to pay for his post- 
age stamps and stationery. The 
total charge for collecting a bill 
on a pair of $3 shoes is more than 
a dime. And it isn’t the charge 
complete, by any means—for the 
store either has to subscribe for 
the services of a credit reporting 
bureau, or do more or less per- 
sonal investigation of the credit 
standing of a customer, all of 
which takes time and money. 















































These charges look small in one 
way. But how they add to the 
costs of doing business and eat 


into profits. 
* * * 


—_ of bar-foot 
—and the advice comes not from 
a temperance leader, but is con- 
tained in an edict recently issued 
by Dr. William Gribow of the II- 
linois Chiropodist Association, 
who declares: “Some’ men and 
women have a habit of placing one 
foot on a rail in front of a bar 
and keeping it there for a consid- 
erable time. The result is that the 
other foot takes the full weight 
of the body.” 

Such a practice in the opinion 
of Doctor Gribow is not good for 
the feet, and he suggests that one 
should alternate from one foot to 


the other 
* x 


Lett shoes 


became a problem to Otto Wil- 
barger of Maumee, Ohio. He had 
them in baskets in the attic—black 
shoes, button shoes, oxfords and 
high-top shoes. 

Mr. Wilbarger suffered the loss 
of his left leg 13 years ago. Since 
that time he has bought many 
pairs of shoes to keep his right 
foot styled to the minute. The 
left shoes he put away. The left 


WOTTA 


iy ie FTS for MZMB6, 
By | RIGHTS 2 


mw, 1) 
Sep wice* VERSA 


= oe }\ 


shoes started to accumulate. There 
were 15, then 20. Mr. Wilbarger 
wondered if somewhere there 
wasn't some person who could use 
these left shoes. Some of them 
were size 8'4, but most of them 
were 9's. 

A newspaper ran a little story 
about Mr. Wilbarger wanting to 
trade left shoes for right. News- 
papers throughout the country re- 
produced the story. Then the post- 
man started to make regular trips 
to the Wilbarger home. He got 
letters from Toledo, Raleigh, N. 
C., England, North Carolina, 
Centralia, Washington, Maple 
City, Kan., Curtis, Neb., Seneca, 
Mo., Yoder, Wyo., and Hardesty, 
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ROOSEVELT’S JOB 
AND 
YOUR JOB 


—President Roosevelt has a big job to do. 
He may be regarded as a Dictator, but he 
is nevertheless enlisting the best brains in 
the world to help him solve momentous 
problems. That’s his job, however. Leave 
Roosevelt alone. 

—Your job is right in your own store, or 
factory, or territory. If you do that job 
well you're going to do YOUR share to 
help President Roosevelt. For your job is 
his job, only multiplied a million times. 

—The sure cure will come from the indi- 
vidual to the mass and not from the mass 
to the individual. 

—Forget graphs and charts and statistics 
for the time being. We are all fed up 
with them. More good, common sense, 
and a natural, human approach to our in- 
dividual problems will help clear the 
atmosphere. 

—wWe can recover a normal status only by 
normal thinking and planning. 


Zot 6 TEE 


President. 





Okla., and points south and west. 
Mr. Wilbarger immediately  be- 
came the central figure in a na- 
tional shoe exchange. 

The left shoes came out of the 
attic. Some went to Nebraska, 
some went to Wyoming and others 
went to North Dakota. Shortly, 
Mr. Wilbarger began to receive 
right shoes in exchange—some 
were farm shoes, hobnailed, stiff 
with age, but most of them, Mr. 
Wilbarger thought, were pretty 
good barter. 

* * * 


+ —_— Council 


of America received honorable 
mention by the Hon. Daniel C. 
Roper, Secretary of Commerce, 
who headed the Jury of Award of 
the American Trade Association 
Executives, which was madg¢ in 
Washington on May 3. 
Honorable mention was given 
the Council for its “integrated pro- 
gram of technical and commercial 
research, including the leather in- 
dustry from cattle producer to re- 
tailer, and for a sound program 


s 
for identifying the various grades 
of leather for the information of 
the ultimate consumer.” 

The annual award was given to 
the Cotton Textile Institute “for 
the outstanding achievement of 
trade associations” for 1932 for 
its efforts in improving hours of 
labor in the cotton manufacturing 
industry. 

* * * 


Charlie Chapin 


has long been credited with the 
funniest feet and a pair of the 
oldest shoes ever to appear before 
the public eye. An admirer of Ed 
Wynn, the radio fire-chief, chal- 
lenges the well-known Chaplin 
shoes, contending that Wynn pos- 
sesses the oldest pair of shoes on 
the American stage or in the 
wardrobe of any celluloid film 
star, having purchased the one and 
only pair of shoes he wears pro- 
fessionally in Pittsburgh in 1906 
for $3.50. Badly battered and 
much repaired, he will wear no 
other pair, declaring that the “old 
dogs brought me success and I’m 
not running out on ’em now.” 


* 7K * 


“TR” 
Aluthor “ANON” 


(“If” Kipling Had Written It 
Like This) 


\ FEEL BETTER, 





“If you can see what some folk call 
‘depression’ 
As nothing but a spin of Fortune's 
wheel ; 
If you can keep your poise and self- 
possession 
No matter what you think or how 
you feel; 
If you can view a stupid situation 
All cluttered up with ‘ifs’ and ‘aws’ 
and ‘buts’ 
And take it at its proper valuation— 
A challenge to your common sense 
and ‘guts’; 
If you can rise above the mess and 
muddle, 
If you can glimpse a_ rainbow 
through the clouds 
When Doubt and Dread and Fear are 
in a huddle 
And hope is being measured for a 
shroud ; 
If you can keep a saving sense of 
humor 
For stories that are slightly inexact ; 
If you can disregard Report and 
Rumor, 
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And not accept a statement as a 
fact; 
If you can spread the gospel of suc- 
cesses, 
If you can stir the spirit that instills 
The latent life in lathes and looms 
and presses 
And lift the stream above a thou- 
sand mills; 
If, briefly you can spend an extra 


dollar ; 
If you can pry the sacred Roll 
apart 
And buy another shirt or shoe or 
collar 
And act as if it didn’t break your 
heart ; 
If you have faith in those with whom 
you labor, 
And trust in those whom you make 
a trade; 
If you believe in friend and next door 
neighbor 
And heed examples pioneers have 
made; 
If you expect the sun to rise to- 
morrow; 


If you are sure that somewhere 
skies are blue— 
Wake up and pack away the futile 
sorrow 
For rd days are largely up to 


* ok * 


The feminine 
fashion contingent of the shoe 
and leather trades wins high 
praise. Through a series of 
stylists’ meetings, held prior to 
the conference, they co-ordinated 
the style facts which formed the 
basis of the Women’s Style Re- 
port, at the recent Joint Styles 
Conference. While their names 
have been “off the record” we now 
place them in nomination for a 
vote of thanks: 

Rhea Nichols, Ruth Kerr, 
Janet Van Loon, Margaret Pen- 
rose, Isabel Bouet - Williamez, 
Dorothy Lovett, Mollie Hurley, 
Elizabeth Ambrose, Dorothy Cox, 
Christine Holloway, Charlotte 
Williams, Florence King, Kate 
Goldstein, Madge Dallas, Evelyn 
Ziniti, Pauline Morgan, Helen 
Cornelius, Marion Palmer, Grace 
Marie Jones, Hilda Rau. 


* * * 


Over 782 orthopedic 
and corrective shoes—in addition 
to 191 “doctor” shoes are on the 
market—yet, semi-cripples are in- 
creasing daily, according to Dr. 
Joseph Lelyveld, well - known 
podiatrist, who declares that nine 
out of every ten male adults, na- 


ER 
RETAILER, May 20, 1933 


tionally, suffer from one sort of 
foot ailment or another. 

In the opinion of this well- 
known foot authority, this harm- 
ful condition must be righted 
within the trade by adequate edu- 
cation or by health legislation. 
Doctor Lelyveld states the Boor 
AND SHOE REcoRDER’s campaign 
on National Foot Health Week 
has proven to be the most con- 
structive educational campaign of 
its kind ever conducted within the 
trade and is most certainly des- 
tined to produce real results to 
correct a condition that cheap 
footwear, more than any one fac- 
tor, is responsible for. 


— news 


travels far. Coming up from the 
South, on a train, we stopped off 
at a water-tank town for foot ex- 
ercise. A little boy sold us a lo- 
cal paper and in the lead column, 
under the title: “Good News,” we 
read an A. P. dispatch: 

“BROCKTON, MaAss., 
(AP) — The Barbour 


* * 


May 10 
Welting 


‘Company, one of the largest man- 


ufacturers of shoe welting in the 
world, today notified its 175 em- 
ployees that a 10 per cent wage 
reduction effective since April, 
1932, would be rescinded to them 
this week. In addition, each em- 
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ployee in service a year or more 
will receive a week’s vacation with 
pay this summer. The additional 
provision of a vacation with pay 
is unusual in manufacturing in- 
dustries.” 


* * * 


A. S. Jermann, 
manager of the men’s and boys’ 
shoe division of the Adam, Mel- 
drum & Anderson Co., Buffalo, 
N. Y., says: 


“Tt is just as incongruous for 
a man to wear a palm beach suit, 
light airy straw hat and heavy 
purpose winter-wear shoes—as it 
is to furnish a summer cottage 
with heavy, overstuffed furniture 
instead of light wicker or reed 
furniture. Yet, every summer 
men will be seen in summer re- 
sorts and _ elsewhere, correctly 
dressed in every particular, except 
their shoes. 

“T believe if we shoe people 
would make more strenuous ef- 
forts in our advertising to show 
men the comfort and convenience, 
as well as the style of wearing the 
right kind of shoes for the differ- 
ent seasons, we would speedily in- 
crease our volumes to more satis- 
factory proportions. It is largely 
a matter of education. Too many 
men now buy only one pair of 
shoes a year.” 
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The Seasons 


Next Big Seasonal Push 
Scheduled for September 15 


A real theme comes out 
of the Styles Conference. “Shoes Change With the 
Seasons.” The official date for the next big push of 
regular shoes at regular prices is scheduled for Sept. 
15. It will take three months of real preparation to 
give the merchant a supply of shoes for men, women 
and children, so that they can, with one accord, launch 
a campaign: “Shoes.Change With the Seasons, Sept. 
15.” As the season changes, so does the use and 
service of shoes. 

Here are some of the highlights that punctuated 
the Joint Style Conference held last week in New 
York City: 

A. H. Geutine, president of the National Shoe 
Retailers Association : 

“Fashion keeps the world moving. Fashion en- 
courages invention, lends interest to industry, and 
forces it to ever-increasing endeavor, thus making 
progress. Fashion does for industry what a carbu- 
retor does for an automobile. It is the spark plug of 
progress. 

“So let us continue to set an example to industry 
by creating fashions. Let’s back our President, 
Franklin D. Roosevelt, in his effort to set new fash- 
ions in government. 
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“Fashion is another word for change, for develop- 
ment, for improvement, for progress! Let’s support 
him in his proposal to set a new fashion for industry, 
for better government, for improvement. The world 
is hungry for fashion, is hungry for change, and that 
is the purpose of this meeting, it for us to set the 
fashions for the shoe industry, and show, by this, the 
progress of industry throughout the United States.” 

Wittram H. WErntrRavus, publisher, “Apparel 
Arts” Magazine: 

“We in the men’s industry, collectively, in all 
branches, stand condemned of having sold strictly to 
the consumer’s back and not to his mind. We sell 
the three-quarters of a yard of wool and the buttons 
and the lining and the cloth and thread that goes into 
a man’s suit, and there we stop. Fashion, when ap- 
proached in the men’s field by the shoe manufacturer, 
the shoe retailer, the clothing manufacturer, or the 
clothing retailer, is approached with misgivings and 
with much fear. It is dynamite and the reason for it 
is that we haven’t become alert enough in the men’s 
industry, understanding enough to know how to pro- 
mote and follow through; in fact, the women’s field 
has borrowed its greatest fashion inspirations from 
what was originally introduced in the men’s field and 
although this that you are going to see and this that 
we are going to show you is devoted entirely to the 
men’s field, it is my hunch in advance that women’s 
field will make much more capital out of it than will 
the men’s field. 











































WL UY J 


che 
str 
rol 
fac 
inc 
she 
go 


the 


SIV 


its 











Sein 





BooT AND SHOE RECORDER 
combining THe SHomp RweralLter, May 20. 1933 


Ss pea fo 
IY i 

QA 
brim 





“For example, sailor straws, felt slouch hats, and 
checked shirts and bow ties to match, topcoats with 
straight shoulders, and checks and plaids were bor- 
rowed by the women’s field from the men’s field; in 
fact, our mess jacket no longer belongs to the men’s 
industry. 

“The most popular and one of the largest selling 
shoes in the women’s field was the Prince of Wales 
golf shoe, worn by women in the past few years. 
That actually was a sports shoe originally worn by 
the pipers of Scotland and is today worn more exclu- 
sively and more universally by women.” 

Paut Mazur, vice-president, Lehman Brothers, 
New York: 

“Inflation is a very loose term, also a long story by 
itself, but it is in reality only one thing. It is the 
flight from money or liquidity back to goods or serv- 
ices, exactly as deflation is flight from goods and 
services to money. By itself inflation can be a tre- 
mendously deflationary force, because if there is no 
increase in employment, no increase in wages—and it 
is historically true that wages always lag behind in- 
creases in price—obviously the purchasing power of 
a people who have the same dollar income in terms of 
real purchasing power is reduced. 

“Inflation is also dynamite if it proceeds on the 
basis of an attack on faith in money, because then it 
can become a perfectly fantastic flight from currency 
to goods as happened not so seriously in France, but 


Ze, ee) 





15 




















































with disastrous effects in Germany, from 1919 to 
1923. The same result can be obtained by increasing 
the value of goods. That, too, is inflation, but we 
have recognized it is a healthy type of inflation. The 
result apparently is the same and still in essence it 
isn’t the same; it is fundamentally different because 
in one case we increase the value of goods, which is 
an optimistic psychology, and in the other case we 
increase the lack of faith in money which is a terror- 
istic philosophy. 

“Inflation, I say, is dynamite, because it isn’t de- 
termined, or its extent isn’t determined by legislative 
acts. It is the only thing in which there is an actual 
and continuous national referendum and the extent 
to which it goes will depend upon the people of the 
United States and not on the President or the Con- 
gress of the United States. They can be factors, but 
the final determination will be in the hands of the 
people themselves and inflation isn’t enough. We 
must do something else. 


“All depressions have ended in 
the past by accident and not by natural exhaustion 
through deflation. Often they have ended by war, a 
serious criticism of any form of government or of 
any people. In this case it has ended, for the moment, 
or at least the beginning of the ending for the 

[TURN TO PAGE 41, PLEASE] 










































Boot AND SHOE RECORDER 
combining THE SHOE RBTAILER, May 20, 1933 


AND NEXT COMES JUNE 


They'll Shuffle Olf to Buffalo—or Maybe Bermuda 
With Such Shoes and Costumes as These 





Hee are the five most 
important fashions of the Summer. They will figure 
in the smart ‘trousseau, and in every smart wardrobe. 

In spite of everything—depression, inflation and 
all the rest—brides are still getting themselves mar- 
ried. And from now on is the time to promote your 
trousseau shoes. Those five photographs we are 
showing represent the five most important fashion 
trends of the Summer. They will apply to every 
woman in search of a wardrobe as well as to brides 
on their way to the altar. So look them over, with 
your Summer shoe stock in mind—whether you do | 
much of a bridal business or not. 4 

We aren’t showing any brides in our pictures, 
because the bridal gown situation is much the same 
as usual. A few brides will wear pastels this year, 
with the accent on yellow. But that is quite ex- 
ceptional. (Many more will just turn up at the 
City Hall!) Bridesmaids this year are going in for | 
cottons in a big way, and dark colored organdies © 
will be especially chic. The wedding party dressed ‘ 





THE GOING AWAY SUIT is very likely to be a tai- 
lored print dress with a swagger silk coat. For this E 
fashion, to be worn in town or for travel, the dark- i 
colored, coarser-woven mesh shoe or much-perforated ; 
kid pump will be in order. The touch of white is a 

favorite way of lightening the dark shoe for summer. 


THE WHITE-TOPPED COSTUME, worn with a white 
hat, is typically 1933. This is a spectator ‘sports, 
shipboard type of. thing that the bride, or anyone 
else, can also wear in town. The shoes indicated 
here are white combined with the dark color of the 
costume—black, brown or navy blue. More formal 
than the typical combination shoe we have had for 
many summers, it deserves special promotion this year. 


THE AFTERNOON COSTUME will stress light pas- 
tels or the new “string colors.” For the early season 
these fight dresses will be worn with contrasting ac- 
cessories. But later on beige shoes will come into 
the picture. Also a few grays. So don’t give away 
your beiges. Not yet! 
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in cottons—irom the bride down—will be news this 
June. Consider this important point in planning 
your wedding windows or displays. 

The June bride theme used to be a sort of tradi- 
tional window display idea for the shoe store. It 
affords an excellent opportunity to display white 
shoes to advantage at the beginning of the volume 
selling season for whites. It gives the display man 
a chance to give full play to his imagination in cre- 
ating window settings that are novel and artistic. 
It suggests a complete shoe wardrobe that would be 
equally suitable for anyone preparing for Summer 
travel, and in this way its sales appeal can be broad- 
ened to include a much larger number of prospective 


customers. 

A lot of people are weary of dull, depressing price 
reiteration in windows and advertising, which in the 
past two or three years has served to keep customers’ 
minds centered on the sad state of their pocketbooks. 
Why not try a little romance for a change? 











HONEYMOON BICYCLING in 

Bermuda could be carried off in this 

sporty outfit. But whether your 

customers will ever wear shorts or 

aot, the low-heeled white sandal is 

the big feature of the summer 
sports mode. 


AND FOR EVENING, cotton dress- 
es—inexpensive, fresh and young— 
give an entirely new importance to 
after-six fashions. Tintable white 
piqué, the smart success of the 
Southern season, will carry on for 
summer evening shoes. Simple pas- 
tel suedes and dyeables in crepe, 
with the very little gold or silver 
or other fancy trimming, will be ap- 
propriate for this informal type of 
evening or bridesmaid outfit. 
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Tell Shoe Fitters 


ln that justly famous 
shoe store of N. Hess’ Sons, Baltimore, the merchandising of the 
women’s shoes is under the supervision of Ned Hess, while his — 
brother, George, has charge of the men’s section. George Hess ~ th 
has long been a student of men’s styles. He has been an active 
worker on the men’s Style Committee of the Joint Styles Con- 
ference since its inception. He is doing a mighty fine job right 
now selling men’s shoes, so his interpretation of what men will 
wear is authoritative. 











The Recorner is privileged to give herewith Mr. Hess’ talk to 
his salesmen on what to sell with certain Summer suits, and why. 
He has shown his men two pictures of typical Summer suits. The 
shoe fitters in the Hess store will know precisely what to show 





ip B 
their customers, for here’s what Mr. Hess tells them: ; 
‘ ° ’ . . e ‘ 1 
“Gentlemen, this year’s Summer picture is so interesting and , 

e . e Cc 

at the same time so full of new ideas that we want to realize at 5 


the outset that we have to do a more oumyne job in selling Sum- 
mer shoes than ever before. ; 

“Our customers will come to us this Summer and tell us about 
clothing they have in mind or have already purchased. We must 




















Authentic sport en- 
semble. Jacket (belt 
back) of Shetland weave 
Palm Beach cloth, worn 
with Bedford cord slacks. 
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All-over white wing tip i oy 

oxfords best complement . wees 3 

this costume, Mr. Hess 
reasons. He builds his 
shoes with tan soles and 
heels of approximately 
the same shade as the ere ’ 
brown in the jacket, ~~ “ates 
thus enhancing the color Bes 
ensemble. 
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s| About Men's Styles 








= in every case suggest Summer shoes that complement the picture 
his with a sense of fitness, with a sense of balance. We want these 
‘ men to be proud of their shoes. We want them to know, while 
<a they are being sold, that we understand what type of shoes should 
be worn with every type of Summer clothing. Let’s elaborate 

4 with a few illustrations. 

“a “The manufacturers of Summer materials have been smarter 
than ever before—they have imitated almost every conceivable 
pattern in lighter weight materials. You are perfectly right. 

- This makes the picture more complex but if anything more inter- 

a esting from the shoe angle. 

y “The man on the right is wearing a gray double breasted Palm 

' Beach suit. You can readily understand he is out for a Summer 

d j holiday and he wants a pair of shoes that will look well. He has 

—_ chosen the right pair—black and white wing tips on a smart toe 


‘just fill the bill.’ Notice that they are not broad-toed black and 
white wing tip shoes. He has chosen the narrow toe because he 
is wearing a double breasted suit which is essentially smart. He 
presents a picture of gray coat and trousers, black and white shoes, 

[TURN TO PAGE 39, PLEASE] 





A very smart double 

breasted suit in gray 

Palm Beach cloth. Pre- 

ferred for resort wear 

and informal evening 
dress. 
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Black and white wing 
tips on a smart custom 
last should be worn 
with this smart double 
breasted gray Summer 
suit. An added touch of 
class comes in having 
the edges of the soles 
and the heels highly 
varnished. 
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- Building 


By 
Marion C. Taylor 


W ether you are manufacturing 
shoes to sell to retail establishments or running a 
retail business, the customer is, first and last, your 
most important consideration. This is obvious, per- 
haps even trite, but like so many facts that are obvi- 
ous, isn’t it often taken for granted? 

Just what is your relationship with her? Is it all 
it should be? And what really should it be? Per- 
haps that’s the point to start at. Suppose I am the 
customer this morning—may I tell you what I would 
like to get from you as the man who is going to pro- 
vide me with shoes? 

The first thing I’d like would be your sincere in- 
terest in my problem, for problem it surely is to find 
satisfactory shoes at a satisfactory price, shoes that 
will please me at a price that will also please me. 
I’d like to feel that you were not only going to help 
me but that you would really enjoy doing it—that I 
was safe in your hands—that I could afford to have 
confidence in you. 

Then, after I’d assured myself of your spirit of 
friendly cooperation in wishing to help me to choose 
my shoes, I’d like to feel that you were knowledge- 
able, that not only would you wish to help me but 
that you were really competent to do so, that you 
knew the correct last for me to wear as far as com- 
fort went and the correct fashion for me to choose 
to assure me of having shoes that were not only cor- 
rect and appropriate but of a fashion basically sound 
—-not one of those fake fashions that become epi- 
demics of the worst sort in no time at all. 

You see, I believe that a merchant is in business 
for one reason and that is intelligently to satisfy the 
needs of his customer. Obviously, any merchant 
wants his business to be as profitable as possible and 

MARION C. TAYLOR wants consequently to sell as much merchandise as 
Miss Taylor is Fashion and Merchandising he can, but I believe that if he will take a little longer 
Counsel of “Vogue.” She was one of the view of the case, perhaps a little more responsible 
principal speakers at the general meeting view, that the selling. will follow along. 
of the Joint Styles Conference of the Surely the ideal relationship between a store and 
National Shoe Retailers Association and the its customer is the feeling on her part, “I need some 
Tanners Council of America, held at Hotel shoes. I'll go to Mr. Brown. I know he’ll help me 
Astor, New York, May 9 to find something I’ll like,” and on his, “Here comes 
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Miss Taylor. I must give her some shoes that will 
be good for her and that she’ll like.” 

I think that upon some such feeling of mutual con- 
fidence between buyer and seller, the retail business 
of this country depends very largely for its success, 
and I’m afraid that I feel it’s sadly lacking today in 
far too many instances. I wonder if merchants real- 
ize the jittery condition most women customers are 
in today and what a bad effect it has upon their busi- 
ness. These last few years have so shattered any orig- 
inal ideas of standards that women have had that it’s 
no wonder it has left them in a dazed condition, trust- 
ing almost no one for a square deal. As a matter of 
fact, our confidences have been so shattered all down 
the line it’s a wonder we're here at all. 

Surely one of the causes of the present condition 
has been the abrupt changes in values and by no 
means do I mean by changing values, the past and 
present cost of shoes—I mean something far beyond 
that. The woman was taught a decade or so ago that 
to be correctly shod she should have a wardrobe of 
shoes and she saw that there was some truth in that 
and accordingly she learned to buy three pairs of 
shoes where she had only bought one, six where she 
had only bought three, and so on up in proportion to 
her fashion ambition, often not her income. One 
gladly admitted to shoes as a pet extravagance. Find- 
ing her fertile ground for this idea, she was next 
taught to spend real money for shoes per pair, twice 
as much, ofttimes more than she had ever done before. 

Curiously enough, right in the midst of this period, 
came the cheap shoe, and cheap it was. Had it only 
been a little less expensive, no one would have paid 
attention to it—it wouldn’t have been news—but so 
very cheap it was that it was definitely dramatic and 
rich and poor alike sampled it. 

Then came the depression and most women who 
had a shoe wardrobe congratulated themselves that 
they needn’t buy any for some time and some thanked 
heaven for the cheap shoes and went out and bought 
them when there was need for a new pair. 

Soon many merchants felt that there really was 
only one major appeal and that was price—a bargain 
—and then we began to see that dreadful period when 
anything and everything was offered at a price. Good 
shoes, bad shoes and indifferent shoes, just so they 
were bargains and the woman bought. She responded 
as she always has and will to astute promotion and 
advertising, but what happened to her. I’m afraid it 
was left pretty much to chance and her own judgment 
as to how she came out. Clearly, it was up to her. 


Customer Confidence 


21 





Here are three suggestions which Marion Taylor 
says will help you build customer confidence: 


1. Remember that you are in a position to help some- 
one when you have the chance to sell them, and 
the knowledge that you’ve helped is a sure road to 
confidence and trust. 


2. Your customer depends upon you for sound knowl- 
edge of correctness, fit and fashion. Do give it to 
her. Don’t disappoint her. 


3. Give her the truth and some information in your 
advertising, not extravagant, false statements and 
meaningless, trite statements. In other. words, if 
you intend to give her a square deal and you let her 
know it, | think you'll sell her every pair of shoes 
she wears and have her with you as a life-long 
customer. 





I’m afraid the results were not so good. She shopped 
all over the lot, became bargain mad, and bought 
what chance put in her way. : 

She may have been satisfied in some cases, but I’m 
afraid the cards were stacked against. her, and whether 
she was or wasn’t satisfied, isn’t the vital point as I 
see it. She got into bad habits of buying. One, she 
learned to expect something pretty grand for almost 
nothing, for that’s what most merchants told her they 
were offering her. She was lured fhis way and that 
by increasingly extravagant statemént and when she 
was badly bitten, as was inevitable, what did that do 
to her relationship with you? 

It certainly didn’t increase her confidence in you. 
She wasn’t learning to look to you to help her in her 
problem of getting the proper shoes, for all you were 
trying to do was to sell her more and more shoes. 

Now if you agree with me that customer confidence 
is a good thing to have and will help build any busi- 
ness, how can you get this confidence from your shoe 
customer today? I’m not a prophet, nor do I pre- 
sume to assure you of a cure-all, but I have been for 
over 20 years both a woman customer and a student 
of business and inevitably the many problems I’ve 
worked on have resulted occasionally in firm convic- 
tions on my part. I can’t help that. 

I think you can gain your customer’s confidence 
first by putting yourself in the proper frame of mind 
toward her. I think that’s the foundation of the 
whole thing and if you think you can prosper by 
stuffing her with all the shoes you can persuade her 

[TURN TO PAGE 39, PLEASE] 
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The Unfair 10% Must Cease 


W. had occasion at the Joint 


Styles Conference to interpret a ray of hope that 
is growing and growing into full, clear, honest light. 
The key thought comes from the message of our 
President, to the nation, over the radio. He said: 
“The unfair 10 per cent could produce goods so 
cheaply that the fair 90 per cent would be com- 
pelled to meet the unfair conditions. Here is 
where government comes in. Government ought 
to have the right, and will have the right after sur- 
veying and planning for an industry, to prevent— 
with the assistance of the overwhelming majority 
of that industry—unfair practice and to enforce 
this agreement by the authority of the govern- 
ment.” 

A few days prior to that message by the President, 
the United States Chamber of Commerce unani- 
mously voted : 

“The problems of industry must be solved by industry 
collectively. Those who are best equipped to solve the 
problems of industry are those who themselves are en- 
gaged in industry. Each trade organization should be 
permitted to promulgate fair rules for industrial produc- 
tion and distribution, to improve the status of labor, the 
industries of the country and the public welfare. Federal 
legislation, affording opportunity for this form of self- 
regulation, under government supervision, would produce 
conditions which would assure fair competitive opportunity 
to each enterprise and permit immediate increase in em- 
ployment, raise earnings and free the public from the bur- 
dens and detriments it inevitably suffers from the results 
of destructive competition on the part of the least respon- 
sible industrial elements. All enterprise should be held to 
standards of fair competition properly determined.” 

The shoe industry, as such, has made and sold— 
even in the darkest depression year, over 300,000,000 
pairs of shoes annually. But it sold these shoes with- 
out proper profit because of the competition of the 
ruthless, unfair 10 per cent. Not that 10 per cent 
of the trade can be charged with commercial immo- 
rality, unfair practice, chicanery and deceit as a defi- 
nite intent in their businesses; but unfair practice of 
many concerns directly and indirectly was responsible 
for a competitive situation that could produce no 
profit for industry as a whole. 

We had occasion to serve, at the conference, as 


trade remembrancer and to bring out of the past a 
proposal by William Ball Rice, nearly 25 years ago. 
He then said: “Ten per cent of the errors of the 
trade, through wrong style, wrong production, can- 
cellations, freakishness of pattern, product and adver- 
tising, forms a staggering obstacle to straight, legiti- 
mate, honest, normal, sane business. Let the manu- 
facturers send these goods to a central pool where 
the disposal will not interfere with the honest stream 
of trade; and even though that manufacturer is pen- 
alized for his errors, it will be a lesson for him not 
to make the same mistakes again. It is the anarchy 
of error in ordering and producing that develops an 
unfair condition in competition with honest goods.” 

The Rice plan might well be considered if industry 
is to organize separate control boards for each trade. 

But the unfair 10 per cent, as indicated by the 
President, is more than that. It is the system that 
produces “starvation wages, long hours and burden- 
some surpluses.” These are subject to correction by 
the intended Control Board. 


Advertising terminology, we hope, 
will also be corrected for “Fifth Avenue Cancella- 
tions” as a new form of the sample shoe store game 
with only six out of 100 shoes justifying the title, 
are just as unfair competition. Terminology that says: 
“Genuine bench and hand turn” is just as unfair as 
“Genuine kidskin finish, genuine pigskin finish”— 
when the term actually means a piece of oilcloth— 
with emphasis on the word “finish.” Unfair practice 
of any sort, that demoralizes and degenerates, will 
come under the supervision of this Control Board. 

An honest product, serving an honest purpose, is 
worthy of an honest price and profit for the goods 
and services rendered. The principle of the thing was 
laid out as far back as July, 1929, when W. H. Don- 
ham, Dean of the Harvard Graduate School of Busi- 
ness, said: “If we are to save western civilization, 
it lies in the field of business ethics, where stable 

[TURN TO PAGE 40, PLEASE] 
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Wleet WALLY 









IERINGER 


ALLY is the son of our good 
friend Arnold Gieringer, man- 
ager of the Rozier Store Company of 
Farmington, Missouri, who has han- 
died Star Brand and Poll Parrot shoes 
exclusively for many years. 


He is a typical American boy, begin- 
ning to have some ideas of his own. 
For instance, he wanted a cowboy suit 
and got it, and if his Dad were not 
in the shoe business, chances are Wally 
would have something to say about 
where his shoes would be bought... 
and more than likely that would be 
the store that courted his friendship. 


More and more every day progressive 
retailers are taking notice of the tre- 
mendous influence the little folks have 
on the buying habits of their parents. 
More and more they appreciate what 
Poll Parrot shoes and our co-operative 
advertising plan mean in the way of 
building a good and profitable juve- 
nile trade. 


With Poll Parrots you can get the 
Wallies, and Johnnies, Betties and 
Peggies in your store ... and we go 
a long way in working with you in 
that respect. 


Poll-Parrot Shoes 


America’s Favorite Line 
of Juvenile Footwear 


ROBERTS JOHNSONS RAND 


Branch of International Shoe 


ST. LOUIS, MO. 
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I, is quite a problem for 
us retail shoe merchants in the smaller cities to 
reduce our stocks to just the proper size, where it 
will be large enough to take care of a community’s 
fitting needs and yet not be so large that we are unable 
to realize the proper turnover. 

Take the case of a large store which is carrying 
some 10,000 pairs of men’s shoes. In their regular 
staple stock they can easily carry from two to four 
pairs on the fast-selling sizes. It is a fairly simple 
proposition for them to reduce their stock consid- 
erably by pulling the duplicate sizes down to one or 
two pairs. 

The average merchant in the smaller city usually 
stocks a pair on a size. He must have a complete 
fitting range of sizes, for we are assuming that he is 
operating a store that fits its customers correctly or 
not at all. It is obvious that he cannot materially 
reduce his stock without crippling his service. He 
has built a reputation for correct fitting, so his prob- 
lem is an acute one. 

Those of us who have elected to do a real fitting 
job are now finding ourselves depending on good, 
reliable in-stock service as never before. It is our 
only salvation in getting anywhere near a livable 
stock turn. 

The accompanying chart shows the range of men’s 
sizes sold in this store during the last period. A simi- 
lar survey in the women’s field would produce a like 
wide range of selling sizes. 

This operating on a one pair to a size basis has 
its disadvantages. Often customers during rush 
periods ask for the same size in the same shoe. Then 
it is a case of showing the stock and not depending 
on a special order unless it is absolutely necessary. 
High-pressure salesmanship is never used. We find 
it much better to undersell than to oversell. You see, 
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GETTING A TURN-OVER| 


Merchant Sees Real 


by 
DANA D. GOODWIN 


of 


W. C. GOODWIN, INC. 
FITCHBURG, MASS. 


we want most of all to have our customers come back 
with a pleased, satisfied look on their faces. That 
policy has been most successful during the past 35 
years of this store’s existence. 

The advantages are not altogether on the side of 
the large stores. Now in our case, while our boys 
and girls have certain definite stock responsibilities, 
my father and I are on the floor at all times, so the 
instant we see a break of good selling we immedi- 
ately take steps to cover. There are stated times 
for in-stock ordering, but the minute we observe a 
shelf vacancy that should be filled an order is sent 
in at once. 

Shoes are on order all the time from the in-stock 
departments of the various factories with whom we 
deal. It is the close cooperation with these sources 
of supply which gives us our profit break, for with- 
out the backing of a first rate in-stock service it 
would be practically impossible to get a decent stock 
turn. 

A reasonable stock turn is important, enough sizes 
to fit correctly are absolutely necessary. In order to 
maintain a properly balanced stock, with these two 
forces pulling in almost opposite directions, comes 
the dependence on reliable in-stock departments. 

Here’s a thought of stock turn that possibly has not 
worked out in many stores. Turnover as a factor in 
profit has been emphasized so importantly that it is 
desirable and necessary to inquire as to where prof- 
itable turnover ends and unprofitable turnover begins. 
The schedule shown gives a tangible form to turn- 
over in this respect and stresses its tremendous in- 
fluence on profit or loss. 

The universal method of measuring turnover is to 
determine the average rate per year. It is consid- 
ered in the light of history instead of being made a 
part of present performance. Therein lies the fallacy 
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WITH A BALANCED STOCK 


25 





Fitting Job Possible With Good “In-Stock” Contacts 


of the method. Averages are dangerous to rely upon 
for some purposes. They cover up much that should 
not be hidden; they mix the good with the bad and 
thereby detract from the good and make the bad 
look better than it actually is. Averages are useful 
and necessary for making certain calculations; but 
they are a starting point only; the beginning, not 
the end. Averages are so used herein. 

For the purpose of analysis, assume a store that 
has turned its stock 3 times a year, or once in 4 
months, with the inventory aged as follows: 50 
per cent, 6 months or under; 15 per cent, 6 to 12 
months; 25 per cent, 12 to 18 months; and 10 per 
cent, over 18 months old. To achieve an average 





turn of once in 4 months it is obvious that a part of 
the stock must have turned much faster than the 
average rate, for it is evident that some of the stock 
is turning at a much slower rate than the average for 
the department. A part of this stock is turning at a 
profitable rate and some of it is turning at an un- 
profitable rate. 

It is only by an intelligent analysis of the figures 
and a complete understanding of what they reveal 
that the merchant can control the situation. 

The following table fully illustrates the cost of 
carrying merchandise in stock. It is one that the 
merchants in the smaller communities may well study. 
[TURN TO PAGE 40, PLEASE] 








SCHEDULE ILLUSTRATING THE EFFECT OF CARRYING COSTS ON PROFIT OR LOSS 


Months Cost of Margin Carrying Selling Total Profit Loss 
To Turn Sales Per Cent Per Cent Cost Per Cent Cost Per Cent Cost Per Cent Per Cent Per Cent 
1 61 39 1 27 28 11 zis 
2 61 39 2 27 29 10 
3 61 39 3 27 HD 9 
4 61 39 4 27 31 8 
6 61 #9 6 27 33 6 
12 61 39 12 27 ne 

24 61 x!) 2 27 
% 61 39 36 27 
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The schedale of sizes compiled from the sales records over a definite period indicates the fastest selling sizes in this store. It is obvious 
from the figures that end sizes offer little opportunity for turn-over. 
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TO ‘DATE! 


That’s the total: number of actual selling messages 
delivered to the public by this Goodyear Wingfoot Sole 
campaign in 1933! 








That’s the tremendous push Goodyear is giving to the sale of 
shoes made with these soles that can’t be beat for wear. 


That’s ADVERTISING —big enough to bring home the business. 


When you figure that 55,864,784 copies means 223,459,136 
readers—you can see how America is getting this sales story 
of genuine economy again and again. 


It’s just smart business for you to tie up with this campaign 
—in your store and in your advertising too. 


INGFOOT SOLES 


AND HEELS 
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Here is a striking sunburst arrangement for shoes to be mounted on boards that radiate from a wall board panel cut in the 


form of a star-pointed sun. This sun serves as a panel on which to carry the phrase “For a Place in the Sun.” 


It suggests an effective 


display for cool white shoes for Summer wear. There are three boards at either side of the sun, mounted on the background as shelves, 
while the other boards radiate from a half circle shelf to the floor of the window. Have the sun painted silver, the background very light 
blue and the boards also silver. 


Feature White Footwear in 


June Windows 


iden is the peak selling 
month for shoes in the great majority of stores in 
all sections of the country. Since it is a recognized 
principle of promotion that it is much easier to go 
along with the tide than to try to beat against it, there- 
fore it follows that June is a month in which every 
shoe store should appeal to its public through good 
advertising and displays that are of exceptional inter- 
est, featuring those types of shoes that are especially 
in demand for June and the early Summer, such as 
white shoes, ‘sport types, ventilated footwear, beach 
footwear and shoes suited to Summer travel and 
vacation needs. 
Reports from all sections of the country indicate 
a healthier demand for merchandise, so it is particu- 
larly important, this year of all years, for every mer- 


All Signs Point to a Big Year for 
Whites and Proper Promotion 
Will Make It a Profitable One 


chant to put his best foot foremost in the promotion 
of smart and appealing merchandise for June. The 
public is in a new frame of mind, influenced by a new 
psychology, and is ready to respond to sales appeals 
that are original, daring and different. Style and sea- 
son should be the keynotes of June publicity, with 
price subordinated, for the time being at least, to 
second place. 

As a constructive contribution to Summer sales 
building and to tie in with the promotion of straw hats 
and light weight Summer apparel, Boor anp SHOE 
RECORDER has urged the nation-wide observance of 
National Sport Shoe Week for the last week in May, 
the week that precedes Memorial Day in the northern 
states. This promotion serves as a logical send-off 
for the June selling campaign on white shoes and Sum- 
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THE PURPOSE OF THE SHOE 


| The public is seeking shoes with a definite appreciation of that 
' fact, more than you may think. It is foot conscious today to an 
) unprecedented extent. Recently a person sought shoes for a pur- 
) pose in three different stores of a large city before finding what 
') was wanted. Not interested in style, still not disregarding appear- 
', ance, the hunt was kept up. Assure that the shoes you sell for 
) dress, sport and heavy-duty wear, will serve their purpose ex- 
 ceedingly well. Make selections from lines featuring bottoms cut from 


: KISTLER BENCH BRAND 
SOLE LEATHER 


We offer this favorable suggestion knowing that any other course 

can measurably affect the strategy of sales promotion. Nothing 

; has quite the salutary effect on business and profits as selling shoes 

1 which wear uncommonly well. You can operate on the popular price 

basis with full profits and still give your trade the benefits of 

| this wear-resisting and moisture-resisting tannage. Don’t pay the 
penalty of poor sole leather. 
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IS MORE IMPORTANT THAN ITS ADORNMENT 





A SALES SUGGESTION 
Call your customer’s attention te the service- 
able quality of Kistler “Bench Brand” 
@ Leather Soles; their health-protecting, mois- 
ture-resisting quality; their flexibility, which 
provides comfort to the feet. Point to the 
“Bench Brand” mark (we recommend you 
have it on shanks) as indicating that the 
makers of The Finest American Tannage 
endorse such claims. Customers satisfied of 
quality are easily sold. 

















This chart represents a side 
of leather. The part used for 
KISTLER “BENCH BRAND” 
SOLES is about 13% of the 
whole side. 


FOUNDED 1840 


E LEATHER COMPANY 
KISTL BOSTON MASS. 
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shoes to those students who graduate. The suggestion in our 


Now is the time to get a display ready for the many who are graduation minded. Have the display in the last week in May, as it will sell 
phrase “Graduate Into These Smart Summer Shoes” is broad enough, 
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however, to carry the further idea that now is the time for every one to change to Summer shoes. This a is especially easy to 


make as all you need is a large globe and a mortar board hat. 


Paint two large eyes, a nose and a mouth on 


This idea can be 


used in connection with your present background or with the interesting arrangement of panels shown in our drawing. 


mer footwear. It should be followed by a striking 
display on white shoes for the first week in June and 
for this purpose the background illustrated at the be- 
ginning of this article is suggested as an appropriate 
trim. Not only is this display novel and in step with 
the modern spirit, but it affords an opportunity for 
effective showing of large variety of, styles and types 
of shoes in such a manner that they can be seen to 
excellent advantage. 


l, this connection it is interesting 
to note that there is a distinct tendency on the part of 
display men who have made a close study of promo- 
tion in its relation to the selling problems of today, 
to construct windows of this general type which show 
a large number of shoes and at the same time avoid 
the crowded and somewhat stereotyped style of win- 
dow trim that was characteristic of the average shoe 
store some years ago. 

This overcrowded appearance of many shoe win- 
dows led, first,-to a reaction against the showing of 
many styles, and a few seasons back we witnessed a 
trend toward displays in which only a few styles were 
shown. Many of these windows were most effective 
from the standpoint of beauty and attractiveness. But 
they lacked the punch when it came to direct sales 
appeal, and the conditions of the past two or three 


years in retail business compelled merchants and dis- 
play managers to give more thought to the planning 
of windows that would actually pull customers into 
stores and thus produce sales. So the display men 
have been working along the line of window trims 
designed to show plenty of shoes, but to show them 
in such a novel and interesting way that they would 
have a distinctly modern appeal. 

Many of these new type windows are in the 
modernistic spirit. Fancy display stands have been 
replaced by blocks, cubes and cylinders, sometimes 
by runways extending across the. window or down 
the center, or circular platforms on an incline, to 
which shoes are attached. Display men have shown 
an extraordinary ingenuity in the creation of new 
display designs and novel ways of exhibiting mer- 
chandise. The “Place in the Sun” background, shown 
with this article, is an example of this kind of modern 
treatment. 

The June graduate trim, also illustrated herewith, 
is another example of the modern type of window 
that affords opportunity to show plenty of shoes and 
is, at the same time, far removed from the cut and 
dried conglomeration of merchandise which every- 
body recognizes is one of the things to be avoided at 
all costs. Shoes for graduation are distinctly in line 
for June promotion and this display gets the idea 

[TURN TO PAGE 41, PLEASE] 
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usters are always upstairs 
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Buster Brown SHOES 
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voilt Tread Straight Shoes tor men, and Brownbilt Tread Straight Shoes for women 
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F irst choice, and the one 
that should be used wherever possible, is the coopera- 
tive style show, including clothing apparel and foot- 
wear for men, women and children. If this can be 
combined with an appropriate play put on by some 
local organization, you will have a very strong pro- 
motion, certain to command the interest of the best 
customers in your community. For this, a nominal 
admission fee could be charged, the proceeds, or half 
of them, to go to the unemployed, making the appeal 
still stronger. 

The style show should be under the direction of 
someone who coaches plays, with the assistance of 
the usual people in charge of stage settings, props 
and so on, and with the addition of a representative 
for each group—-shoe, clothing and apparel stores. 
This would prevent friction among the stores. The 
expense could be pro-rated according to the garments 
or shoes displayed. Initial estimates should cover all 
expenses, with assurance of a rebate, if the 50-50 
plan of dividing the income from ticket sales is a 
success. 

A series of tableaux, or living pictures, could be 
arranged, showing a street scene, a country club set- 
ting, a Summer afternoon and evening. 


The street scene would 
introduce styles for general wear; the country club, 
styles for active and spectator sports; the Summer 
afternoon, dressier sports styles and the correct styles 
for Summer evening occasions. A speaker, or style 
narrator, should describe the costumes, and give their 
sources. As the description is given, the model should 
come forward on the stage, then step back into the 
“picture.” Having the cooperation of the Theater 
Guild would simplify the problem of securing models. 
Shoe styles displayed at the show should be promi- 
nently featured in your windows, with appropriate 


« 
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Style Show 


ill Sell More 
port Shoes 


You Can Stage It in a Theater, 
in Your Store, or in Your Window 
—Here Are Plans for All Three! 


cards. The program could include a list, and brief 
description of the costumes, and also have ads from 
various stores participating, in addition to the usual 
program of the play. 
Second choice would be staging the style show in 

a “movie.” The writer has before him the program 
of the New Roxy Theater for the week beginning 
April 7. After giving their style show under the 
sponsorship of the exclusive River Club, before New 
York society, for the benefit of some charity of the 
club, Macy’s, with Roxy’s, put on the style show as 
the big feature of the whole week. The program lists 
the following groups—or settings : 

a—Park Avenue 

b—Pour le Sport 

c—Chapeaux 

d—The Lido 

e—Lingerie 

f—The Trousseau 

g—The Night Club 


Tickets for the River 
Club show were $5. But through the Roxy showing, 
additional thousands were reached. 

The Theater Guild sponsorship, as first suggested, 
would aid tremendously in gaining interest and at- 
tendance, by making the show more of a social than 
a commercial affair. In some towns it might be prac- 
tical to use the guild show idea first, and afterward 
unite with a popular movie. There might be two 
guild show evenings, and three or four movie show- 
ings. Of course the movie showings would bring up 
the question of paying models, whereas that would 
hardly come up with the guild shows, where the pro- 
ceeds, or part of them, went to relief work. 

[TURN TO PAGE 43, PLEASE] 





33 


Ti 
Toe 
pre 
rie! 
tho 
ats 
lini 
firn 
ligt 
img 
Ce. 
grc 
its 
pri 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 20, 1933 


A ONE-PIECE TOE 


The distinctive results obtained with Celastic Box 
Toes are due to the fusing qualities. The specially 
prepared fabric base serves principally as a car- 
rier for the Celastic compound. The compound is 
thoroughly softened with Celastic softener, so that 
at the lasting operation it readily penetrates the 
lining and doubler. The toe of the shoe is thus 
firmly united into one piece . . . producing that 
lightness, firmness, and smoothness which is so 
important. 


Celastic — The Quality Box Toe — is adapted to all 
grades of shoes, for its quality fits it for the best and 
its cost allows it to be used in the more moderately 
priced footwear. 


“UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 








Boor AND SHOE RECORDER 
combining THz SHom Reraiter, May 20, 1933 


Tanners Pledge Cooperation 


to U.S. 


Government 


LOUIS J. ROBERTSON 


Mr. Robertson, who is president of the Bayer- 
Robertson Leather Corp., was elected chairman 
of the board of the Tanners’ Council of Amer- 
ica at last week’s meeting at the Waldorf- 
Astoria Hotel, to fill the unexpired term of 
Victor G. Lumbard, of the Ohio Leather Co., 
whose resignation was accepted with deep 
regret. Mr. Lumbard plans to devote more of 
his time to the work of the Calf Tanners’ Asso- 
ciation, of which he is also chairman. The 
regular annual election of the Tanners’ Council 
will take place in October, 1933. Mr. Lumbard 
was given a vote of appreciation for his labors 


Authorize Appointment of Ad- 

visory Committee to Work with 

Washington Authorities for Industrial 

Coordination and National Wel- 

fare— Speaker Henry T. Rainey 

Addresses Council Meeting in 
New: York 


The Tanners’ Council of America 
holding its Spring meeting at tne Waldorf-Astoria 
Hotel, May 10 and 11, attracted nation-wide atten- 
tion, when the Honorable Henry T. Rainey, Speaker 
of the House of Representatives, addressed the Tues- 
day luncheon meeting. “During the last year, pre- 
ceding March 4,” said Mr. Rainey, “we had taken 
the longest step toward communism ever taken by any 
country in the world except Russia, and there would 
have been no other way out if we had permitted the 
old policy of deflation to continue.” 

Mr. Rainey characterized America’s gold embargo 
and the abandonment of the gold standard as “the 
smartest diplomatic move in our history.” None of 
the inflation clauses in the farm bill, the Speaker 
said, may go into operation, though he personally be- 
lieves that “some of them will,” particularly the 
clause relating to the coinage of silver. 

“We have given the President three guns,” he con- 
tinued, “currency expansion, the coinage of silver and 
revaluation of the gold ounce, and we say to him: 
‘You are the General. Here are three 16-in. guns. 
Shoot one if you must or shoot them all if you find 
yourself compelled to do so, but meet this industrial 
war they have been waging against us.’ 

“Confidence is coming back to the farmers and 
business men all over the country are raising wage 

[TURN TO PAGE 43, PLEASE| 
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GUIDE Posts 


To Satisfactory PURCHASING 
e 


‘‘Here are our products, they are made thus and so, they will do 
such and such, you can expect certain improvements in operating 
efficiency, in business control, in sales direction, in distribution 
facilities, ete. . . .” 









Thus speak the advertisements in Boot and Shoe Recorder; thus 
do they provide concrete evidence to weigh and judge your pur- 
chases; thus do they erect signs to guide you accurately to the 
type and kind of product best suited to your requirements. 






Such advertisers are unrelenting in telling their story. They tell 
it again and again, but always new, interesting and informative— 
always giving you full benefit of any recent developments in their 
product that will increase the efficiency or profit of your busi- 
ness. 













You owe it to yourself to read the advertisements in Boot and 
Shoe Recorder carefully—to keep abreast of developments that 
will improve your business position. 






You can do business with our advertisers with confidence, know- 
ing that Boot and Shoe Recorder—for over 50 years the recog- 
nized authority of the trade—has always exerted extreme care in 
the advertising accepted for publication. 


















zhidve wlising.... your? gu ide to dependable products 


Copyright, 1933, Rogers & Gano Advertising Agency of Texas 
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SALESIMWANSHIP 








Suleenenhip isa 
profession, worthy of the best that a 
man can put into it. A vocation full 
of romance and . . . remuneration. 

In speaking to the owners of 
small stores on the subject of train- 
ing salespeople, one frequently gets 
the reply, “I haven’t time to train 
my salespeople. If they want to 
learn the business they'll have to 
learn it elsewhere. I want experi- 
enced salespeople.” You can readily 
see what would happen if all em- 
ployers took that attitude. And may- 
be that is the reason why some sales- 
men do not do things the way their 
employer wants them to. He let his 
competitors train them for him. 

From employees in department 
stores we frequently hear that the 
store spends more time showing 
them how to make out a sales ticket 
than they do in teaching them how 
to sell. 

This makes it imperative that 
those who aspire to become salesmen 
must take upon themselves the re- 
sponsibility of getting the necessary 
education. 

Too many young people graduate 
from high school or college with- 
out learning the meaning of the 
word “Commencement.” They think 
it is the “Finis” on their studying 
days. 

Here is a good slogan for sales- 
people to remember. “As long as 
you are green, you grow.” Like the 
leaves on the tree, when you cease 
to be green you turn “red” (with 
embarrassment) or “yellow” (you 
are afraid of yourself) and bye and 
bye you “whither” and are blown 
here and there and land nowhere. 

The things we are going to dis- 
cuss are very simple. Studies in 
Psychology and kindred lines, if 
they have any bearing on Salesman- 
ship, will be left for others to dis- 
cuss. There are many things that 
we must learn before we get to that. 















| 





GOOD FITTING 
PLUS 
GOOD QUALITY 


It is needless to say that fitting feet cor- 
rectly and quality shoes go hand in hand. One 
cannot conscientiously offer to render the serv- 
ice he is seeking to render unless the shoes 
fitted are quality shoes. It is only in the better 
shoes that the shape of the last is retained for 
the life of the shoe. 


It is to defeat his purpose for the professional 
foot-fitter to endeavor to accomplish his diffi- 
cult task of fitting feet with shoes of question- 
able quality. It proves that he lacks the courage 
of his convictions when he fears to offer quality 
shoes because of the expected customer-resist- 
ance to the higher prices. 

A.G. H. 





Some years ago my “boss” asked 
me what time I got up in the morn- 
ing. “Oh, about six o’clock,” I said. 
“Do you suppose that you could get 
up five minutes earlier,’ he asked. 
When I assured him that I could, he 
said, “If I were you I would do that 
tomorrow and shine my shoes before 
I came to work.” 

That was my first lesson on sales- 
manship. The lesson of “Personal 
Appearance.” No place where per- 
sonal appearance is more important 
than in a shoe store. Be properly 
dressed for the type of work that 
we are engaged in. Threadbare 
suits, old shoes and unshaven faces 
do not create a desire for the cus- 
tomer to buy at your store. 

Neatness and Cleanliness in per- 
sonal habits produce these same 
qualities in the store. The two al- 
ways go together. They are the first 
things that create a favorable or un- 
favorable impression. Many a sale 
is made or lost at the moment the 
customer steps inside the door. 





Neat displays inside the store; 
chairs and fitting stools well ar- 
ranged; shoes in their proper places 
and not lying around on the chairs; 
these things are so commonplace that 
we frequently overlook them and yet 
they make lasting impressions on the 
customers. 

In this connection we should also 
mention that customers like to see 
some changes in the physical layout 
of a store. Something that looks 
like progress, new front, new types 
of displays, and modern fixtures. 

Only a few months ago one of our 
trade journals carried a story of a 
store that had showed a substantial 
increase in sales over the previous 
year. This store stated that the only 
unusual thing that they did was to 
remodel the store. 

The very next thing that impresses 
a customer, favorably or otherwise, 
is one’s speech. What we refer to is 
proper grammar. 

For example: “You was,” “I don’t 
have nothing like that in stock,” “He 
has went to lunch,” and any number 
of other expressions that one fre- 
quently hears in the stores. No 
salesman is required to be an au- 
thority on English grammar, but it 
is necessary that he use proper 
grammar in his ordinary, every-day 
speech. Books at libraries, evening 
schools, or just listening to others 
who use proper English are methods 
that any one can adopt for improv- 
ing their speech. 

Along this line we should mention, 
also, the use of the pronouns “I” and 
“We.” There are comparatively few 
instances in which the pronoun “I” 
may be used in speaking to a cus- 
tomer about anything pertaining to 
the store and in most of those cases 
“We” would sound better. “We” 
haven’t your size. “We” will order 
a pair for you. “We” will phone 
you when they come in, etc., etc. 
“WE” is always proper. “I” is 
usually in poor taste. 
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Pes £2 ofc contes of pen and camera 
sketches in a modern tannery, tracing the 
conversion of raw goatskin into Glazed Kid. 


Our skins are now on the last lap of the 
long journey that will have carried them 
from the farm yards, or the “back country” 
of distant continents, to the graceful cover- 
ing of America’s smart footwear. One more 
process after the three we will cover in this 
sketch, and the skins will need only the care- 
ful measuring and uniform grading we give 
them in order to go out to manufacturers 
under the Surpass trade mark. 


We left the skins in the perching depart- 
ment. And from there we now follow them 
into the “wheelers.” 


Here they are placed on small tables 
over swiftly rotating, power driven 
wheels, impregnated with a fine abrasive, 
which beautifully finish the flesh side of each 
skin. Then women with sharp shears, 
“trimmers,” shape up the skins by shearing 
off the ragged corners, trimming up the 
edges, and bringing the skin down to leather 
which can be efficiently utilized by the manufacturer. 
This “trimming” is done in the Seasoning depart- 
ment, and as the skins leave the trimmer’s hands they 
are immediately prepared for the beautiful gloss they 
will receive from the glazing machines. 


Skins which are to be black are placed on the ver- 
tical “tables” of a heavy machine, which applies an 
albuminous material, impregnated with dyes, to the 
grain side of each skin. This material fills the leather 
up, conditions it, brings it to a deep, rich black, and 
acts as a base on which the glazing machines can 
work. After they receive the first coat they are lifted 
off this machine, given a preliminary “drying” on the 
rungs of a slowly rotating rack, and then thoroughly 
dried in a hot-air chamber, after which they receive 
another coating of a slightly different composition. 


Skins which are other than black have their color 
and their glazing base applied in a different way. 


SURPASS 





Black and colored glazed kid for 
outside stock and linings (also gen- 
uine Kangaroo) can be obtained 
from Surpass in any grade and 
of standard unvarying quality 


This method is shown in the illustration above. The 
skins are laid flat on a table, and with soft brushes 
and slow, sweeping strokes, girls carefully apply the 
colored material to them, material which is so pains- 
takingly mixed, that for skin after skin, for day after 
day, each shade of color will not perceptibly vary. 


In the next sketch we will follow the skins into 
what, to the layman, is one of the most interesting 
Departments in the entire tannery—the Department 
where the skins are glazed. Glazed kid gets its beau- 
tiful gloss from no varnish-like pigment, no brittle 
shellac which might crack or peal or blister, or that 
prevents feet from “breathing” in a shoe. “Glazing” 
is a mechanical “burnishing” process which produces 
all the luster and brilliance so appealing to the eye, 
at the same time leaving the leather light and com- 
fortable and airy and with a gloss that will not 
crumble. 


LEATHER CO. 


gth & Westmoreland Sts. 
PHILADELPHIA 
New York Boston Chicago 
Cincinnati Milwaukee St. Louis 
London (England) 
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More Profit in Make-Up Buying 


How the Shoe Merchant Can Save Needless 
Costs By Having Adequate Stocks of Safe Shoes 


4d 
Pp lease send me these three 


pairs of shoes by special messenger. We have the 
money for them and have promised delivery tonight, 
so get them to us right off quick,” was the substance 
of a recent phone message from a suburban retail 
shoe man to a salesman’s New York office. 

The shoes in question were regular staples and the 
sizes were right in the middle—absolutely safe shoes. 
The merchant had carried the identical style num- 
bers on his shelves for several seasons and would 
undoubtedly carry them for several seasons more. 
They were that staple. 

Customers had come in asking for these shoes, 
the money had been taken and delivery promised for 
that same day. It was then that the salesman put 
the query as to whether or no the merchant realized 
how much it cost to be out of these sizes. There 
was the cost of the phone call, an extra cost for the 
shoes—for they had to be obtained from a retail 
store in the city—and the cost of sending a messenger 
on a 40-mile round trip. 

This particular store enjoys an excellent credit 
rating, is doing an apparently successful business and 
is looked upon as an up and coming outfit. Yet it 
is operating on a very close stock. Dangerously close, 
some would believe. 

With this incident in mind the salesman delivered 
himself of the following: 

“Many dealers today depend entirely too much 
upon an in-stock department to supply their custom- 
ers. They wait until a prospective buyer comes into 
the store before ordering, or in other words, make 
a sale and then order a pair from the factory’s in- 
stock department. 

“Does the dealer ever stop to think of the tremen- 
dous saving he could make if only he would antici- 
pate his wants, particularly on his bread and butter 
styles, for three or four weeks? 

“The following example will suffice to show the 
difference between single pair ordering from in- 
stock departments as against advanced buying, and 
. it should be very pleasing to the dealer to be able 
to realize this additional profit at the end of each 
year. Also, the banker, himself, no doubt would 
be more susceptible of loans to the legitimate mer- 
chant if this actual saving could be shown him. 
Below is shown the difference in cost between single 
pair orders and. advance or make-up orders secured 
over four different sections of the country. 


COSTS—SINGLE PAIR ORDERS 


$6.50 plus P. P. and Ins. 57c. ws 
. $6. 


San Francisco 
$6.50 plus P. P. and Ins. 35c ; 
7 


Atlanta 
Chicago 
New York 


$6.50 plus P. P. and Ins. 28c 
$6.50 plus P. P. and Ins. 22c. 
COSTS—MAKE-UP ORDERS 


$6.00 plus Fast Freight 16c. $6.16 
$6.00 plus Fast Freight $.085 ogo 
$6.00 plus Fast Freight $.067 $6. 

$6.00 plus Fast Freight $.042 $6.042 


Per Cent 
Saving 
13 


11 
10 
10 


“Advanced ordering nets greater profits. Profits 
are lost trying to obtain a turnover and not having 
selling sizes in stock. 

“This is true in so many instances, particularly 
during the last two years, and the additional cost to 
the dealer is astounding, as will be shown by the fol- 
lowing actual figures: 

“Take, for instance, a dealer who depends en- 
tirely upon an in-stock department rather than antici- 
pate his wants, even on the middle sizes. 

“Take for example, we will say, in San Francisco 
a shoe costing $6.00 ‘at make-up’ or on advanced 
order would cost from in-stock $6.25, and if only 
one pair was ordered, ‘which so often is the case,’ 
the cost would be $6.50 plus parcel post and insur- 
ance of 57 cents, or a total cost for one pair to be 
delivered of $7.07. As against make-up price of 
$6.00 plus Acme freight of 16 cents, the total of 
$6.16, or a net saving to this dealer of 91 cents or 
13 per cent on one pair of shoes. 

“Should the dealer be located in the South, we will 
say Atlanta, the net saving would be 76 cents or 11 
per cent. In the Middle West, for instance Chicago, 
the net saving would be 71 cents or 10 per cent, and 
for the New York district a net saving of 68 cents 
or 10 per cent. Besides, so many times orders of 
this kind are placed by telegram, which is another 
additional cost as against ordering in advance. 

“It would seem that if the dealer would really ex- 
plain to his banker the tremendous difference in the 
cost of trying to do business without merchandise 
and ‘to order only after a sale has been made,’ how 
much greater his profits would be at the end of the 
year to borrow the money at 6 per cent to take care 
of his advanced orders and have merchandise. 
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Building Customer 
Confidence 


[CONTINUED FROM PAGE 21] 


to buy without due regard to her needs, 
yo ahead. I happen to think that you 
can sell her more shoes over a period 
of years and her cousins and her aunts 
by giving her a fair deal, and letting 
her know it. Now, if you happen to 
think so too—how to do it. 

First, I think you must sell her just 
as good shoes as she can possibly af- 
ford to buy—not as many pairs of as 
cheap shoes as you can force upon her. 
In other words, teach her, for heaven’s 
sake, the safety that lies in an under- 
standing and acceptance of quality 
merchandise. Do you think she won’t 
listen and won’t buy? She’s listened 
to all the other things you persuasively 
told her, not all of which were true, 
I’m afraid. This at least has the merit 
of truth behind it. At least if you can 
persuade her to buy good shoes, she’ll 
be glad, not sorry—surely that’s build- 
ing customer confidence. 

Now I’m purposely not discussing 
specific prices of shoes. I don’t know 
them and what’s a good shoe for me, 
the right price for me, probably would 
be all out of proportion for my secre- 
tary or someone whose income was 
proportionately lower, but I do say, 
persuade her to buy as good a shoe as 
she can afford to buy; give her a break; 
do try to make a satisfied customer out 
of her, 

Now there’s a second thing that is 
very confusing to her now, and that is 
fashions in shoes. Now here is some- 
thing I don’t understand or never have. 
Must there be so many different styles 
in shoes? Are you sure the woman de- 
mands them? Are you sure they don’t 
confuse her? She doesn’t demand orig- 
inality in shoes, except in rare in- 
stances. She does hope for correct 
fashions. Wouldn’t it be ever so much 
better all round if a dealer stocked a 
reasonable variety of style to suit his 
varied clientele and their needs and let 
it go at that, and had the courage to 
continue a good style so long as it was 
good? 

Wouldn’t women welcome the knowl- 
edge that at the most fashionable boot- 
makers and shoe shops in the big cities 
of the world, good styles are often car- 
ried several years? If they knew that 
fashionable women of wealth, noted for 
their good dressing, frequently order a 
favored style again and again, and I’m 
not speaking of opera pumps or ghil- 
lies or classics like that. Then couldn’t 
you teach your salespeople a little more 
about correctness and appropriateness 
in shoes—the real truth of it—so that 
they could more intelligently help their 
customer? 

And lastly, when you advertise 
shoes, might it not be more interesting 
to give the woman a little sound and 
helpful information about lasts and 





types of shoes, telling her a little more 
of what she ought to know? Showing 
her occasionally a complete shoe ward- 
robe or five types that are good as 
walking shoes and tell her why. 

So many women are badly shod from 
a fashion point of view that it is really 
shocking, and as I see it, a sale of this 
sort, the wrong type of shoe for the 
occasion, is highly dangerous. You see, 
every time you sell the wrong thing to 
a cystomer, you run the chance that 
she may find it out tomorrow. She 
may grow sufficiently knowledgeable 
any moment to find it out, and then 
what happens—who does she blame 
—not often herself. 

So my simple prescription for build- 
ing customer confidence is: 

1—Remember that you are in a posi- 
tion to help someone when you have 
the chance to sell them and the knowl- 
edge that you’ve helped is a sure road 
to confidence and trust. 

2—Your customer depends upon you 
for sound knowledge of correctness, fit 
and fashion. Do give it to her—don’t 
disappoint her. . 

38—Give her the truth and some in- 
formation in your advertising, not ex- 
travagant, false statements and mean- 
ingless, trite statements. In other 
words, if you intend to give her a 
square deal and you let her know it, I 
think you’ll sell her every pair of shoes 
she wears and have her with you as a 
life-long customer. 


Tell Shoe Fitters 


[CONTINUED FROM PAGE 19] 


gray Homburg hat, a smart blue shirt 
and dark blue tie. That’s a nice pic- 
ture, isn’t it? If you saw this man 
walking down Charles Street, you 
would undoubtedly comment favorably 
on his appearance. 

“The man on the left has chosen a 
Shetland Weave belted sport jacket. It 
fits him well, doesn’t it? His trousers 
are Summer weight brown striped Bed- 
ford Cord—notice that they are not 
too long and give his shoes a real op- 
portunity to be seen. His all-over 
white wing tip shoes with tan soles and 
heels of approximately the same shade 
as his jacket are just the thing to make 
him walk with pride around the courts 
at the Baltimore Country Club. His 
panama hat protects him nicely from 
the sun and ties in perfectly with the 
rest of the tan and brown picture. He 
is obviously having a good time and I 
think he is dressed so well that he will 
have very little difficulty making a date 
for after the matches.” 

Illustrations of men’s clothing used 


in this article, courtesy of Goodall Mfg. 
Co., makers of Palm Beach Cloth. 
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tHE LINTEX oxrorp 


offers supreme 
foot comfort 


No. 1243 
Lintex Oxford 
B-C-D, 6-11 

2.35 

In Stock 


Summer heat will bring a genuine 
interest in light-weight “Summer 
Sense” Oxfords. These hand- 
turned shoes are ounces lighter 
than welt shoes, yet firm under- 
foot, having substantial 9 iron ex- 
tension-edge soles. Every man who 
seeks summer comfort is a pros- 
pect for “Summer Sense” Ox- 
fords. We suggest you send for 
literature and samples. 5 styles 
in _ Kid and Lintex carried In- 
stock, 


L. B. EVANS’ SON 
COMPANY 


WAKEFIELD, MASS. 
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SHOE 


PACKARD summerweights. They’re light! They’re 
supple! They’re easy on feet! Yet they pack a 
measure of wear such as your customers naturally ex- 
pect from Packards. Packard sport styles combine 
good taste and quality and will help turn your summer 
months sales into a real profit period. In-Stock catalog 
illustrating these business building summerweights sport 
styles sent on request. 
Packarn Fiexisie 
(SUMMERWEIGHTS ) 
Style 153—Barclay Last, Black Calf 
Style 154—Same style in Russia Calf 
Style 156—Same style in Russia Calf 
except ventilated 









Pacxarp Sports 
Style 163—Barclay Last, White 
Buck, Black Calf 


Trim 
Style 164—Same style ‘with Tan 
Calf Trim 


QUALITY SINCE 18 76 


M.A.PACKARD COMPANY 


BROCKTON 


MASS. 
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The Unfair 10% Must Cease 


* cs 
[CONTINUED FROM PAGE 22] 


human nature must learn to deal with rapidly 
accelerated change. I am fully convinced that the 
best part of the business world today has higher 
standards of community ethics than the commu- 
nity at large. Business must compel higher pro- 
fessional standards in the future than any of the 
other professions.” 

Industry welcomes the opportunity of setting its 
house in order. We hope to see the shoe industry as 
one of the first to say to the President: “We are cor- 
recting ruinous practice by cooperating under a plan 
and prepared-system of business fair to all.” Not the 
President alone, but all together. 

A writer recently put it: “President Roosevelt 
will either be the greatest President the United 
States ever had—or the last.” Not he alone is on 
the spot. So we change that line to be: Modern 
business men had better be the best business men 
this world has ever seen or they—will be the last. 


Getting a Turnover With a Balanced Stock 
[CONTINUED FROM PAGE 25] 


In the men’s department sizes up to 12 are stocked 
by us, but when the need for extreme sizes such as 
13¥%4-B, 14-C and the like arises, then the special 
single pair in-stock service can be used to good 
advantage. 

If we cannot fit a customer out of stock we make 
every effort to get the right size by air mail. Our 
special orders amount to thousands of dollars in the 
course of a year. Customers will wait the necessary 
few days to be properly fitted, especially when they 
have a hard, foot to fit. 

A similar special order service is carried out in 
all departments. When a woman comes in from one 
of the small towns and needs a 10-AAAA sport shoe 
and we can get it for her at the price she wants to 
pay—say $5.00—we have a life-long customer. 

Many lines are bought to the large sizes. In order 
to know approximately how far we can go in safely 
racking these large sizes, it has been found advisable 
to take off at stated periods a complete schedule of 
sizes sold. Such a record is shown here. This record 
is kept daily on a large sheet of paper. It has been 
found to be much easier to do this day by day than to 
wait until a selling period has gone by and then to 
go back and check up the sizes sold. In this way 
we glance at it almost daily, so that it is in effect a 
living record. 
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BooT AND SHOE 
combining THE 


moment is indicated by the accident of 
inflation. We must do more than that. 

“JT happen to be a firm believer in 
synthetic recovery through the expen- 
diture of a sufficiently large sum, suf- 
ficiently quickly, so through public 
works we will again put people back in 
employment, the primer for the pump 
of industry, but that is not enough. 

“We have forgotten in society that 
we produce in order to consume and we 
don’t consume in order to produce. The 
emphasis must change fundamentally 
from production to consumption and 
that means a complete revolution of 
our banking system, of our customs, 
of our habits, and of our thinking; that 
is generic, but it is fundamental. 

“In line with that, there happens to 
be one factor in which I have tremen- 
dous faith, because I think it is socially 
desirable and because I think it is eco- 
nomically advisable, and that is that 
we have reached the point—the only 
point, by the way, in which technoc- 
racy has any element of truth—where 
we don’t have to work as long as we 
did in order to satisfy our natural re- 
quirements, not the requirements of 
1929, which averaged $700 and $800 
per family in the country, but a stand- 
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Change All Shoes 


[CONTINUED FROM PAGE 15] 


ard of living considerably in excess of 
that; and to furnish the material well- 
being for a much higher standard of 
living than 1929 provided, it is neces- 
sary to work a very much shorter pe- 
riod of time.” 

Grace CORNELL, Metropolitan Mu- 
seum of Fine Arts, New York: 

“Good proportion is considering the 
line direction. Straight lines and ver- 
tical lines will make the foot longer, 
while horizontal lines carried across 
the foot naturally make the foot look 
broader. Lines which curve will give 
volume and weight to the foot, or the 
same straight and curved lines may be 
used to achieve a design which is at- 
tractive and effective when worn. 

“Very few women wish to have their 
feet look conspicuous. Their idea in 
buying a shoe, or selecting a shoe which 
they would like to buy and would be 
willing to pay a little more for if it 
was the thing they really needed and 
desired, was not a shoe which would 
make their feet conspicuous, but which 
would harmonize with the rest of the 
costume and would be subordinated as 
well as being in harmony with the cos- 
tume.” 








Feature White Footwear in June 


[CONTINUED FROM PAGE 30] 


across in a manner sufficiently novel 
to attract attention. With a few al- 
terations it could easily be adapted to 
a June wedding display, or, for that 
matter, to any number of other appro- 
priate themes. The graduation idea 
is an excellent one for the promotion of 
shoes for boys and girls, as well as for 
young women. 

New York is already featuring white 
footwear in shoe store and department 
store windows as this is written in the 
middle of May. The department stores 
show white shoes in connection with 
their early promotions of Summer ap- 
parel and shoe stores follow suit. Many 
of these windows are extremely inter- 
esting and attractive. For example, 
I. Miller & Sons, in their 34th Street 
store, devote an entire window to white 
shoes in connection with a promotion 
of Summer hosiery. The hosiery is fea- 
tured as the product of I. Miller’s own 
hosiery mill and the background of the 
window consists of “blown up” photo- 
graphs of various processes in the mak- 
ing of women’s hosiery. Great wheels 
of hosiery in various price grades are 
displayed in front of these back- 
grounds, and in the foreground there is 
a varied assortment of white shoes in 
numerous styles and leathers. 

McCreery & Company have an effec- 
tive white shoe window against a back- 
ground of softly draped beige home- 
spun material, the shoes being shown 





in square compartments built up in 
wood, one shoe to a compartment. The 
background of these boxlike compart- 
ments are painted in various pastel 
shades to offer a pleasing contrast to 
the white footwear. 

Best & Company also have an at- 
tractive white shoe window, which 
forms part of a general promotion of 
Summer apparel. A large assortment 
of styles are shown on ascending 
stands which rise in steps of stairs 
from the center horizontally in either 
direction. In conjunction with the shoes 
there is a colorful display of Summer 
millinery. 

For the average store in the northern 
section of the country, however, June 
marks the beginning of the big Sum- 
mer push on whites, and as_ whites 
promise to play an exceedingly im- 
portant part in Summer shoe sales, the 
alert merchant will devote more than 
usual thought and attention to plan- 
ning a series of effective window pre- 
sentations, to start early in June and 
carry well into July. Profits can be 
made by promotion of white shoes as 
a Summer style necessity through their 
natural season, which includes the 
vacation months. Profits will be lost 
by resorting to a purely price appeal or 
by marking white shoes for clearance 
when their natural season is still at its 
height, a mistake that has been made 
too often in other years. 
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THE MOST COMPLETE LINE 


OF MEN’S SLIPPERS 
FROM ONE SOURCE OF SUPPLY 


The new 1933 Evans Catalog will 
announce a new line of cemented- 
sole slippers, and a new line of 
hand-turned soft-sole slippers. 
Now, three complete slipper lines, 
each carried in stock is available 
from one manufacturer. If you 
are not on our catalog mailing 
list send for a copy. 


No. 1497 


Two-Tone 
Blue Morroco Opera 
$3.00 






A NEW LINE 
Of Soft Sole Slippers 


V/ 





No. 1536 
Soft Sole 
Black Colt. Opera 
Full Leather Lined 
$1.50 


L-B- EVANS’ SON 
COMPANY 
WAKEFIELD, MASS. 
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Feature 


PACKAGE (adopted 1933) 


‘America’s Biggest Selling 
White Shoe Cleaner’’ 


NOW BEING ADVERTISED 
FROM COAST TO COAST! 


Greater Profits 
Faster Repeats 
Satisfied Customers 


“DOUBLE-MONEY” FREE 
GOODS OFFER EXPIRES 
JUNE 15—ORDER TODAY 


from your WHOLESALER 


3 Doz. SHU-MILK @ $1.75—$5.25 


6 BOTTLES 
RESALE VALUE (42 BOTS.) $10.50 


(Discounts in Quantity 














Attractive Display Material 
Supplied by Wholesaler 


WALTER JANVIER, INC. 
121 VARICK ST. NEW YORK, N. Y. 
° National Distributors for 


SHU-MILK PRODUCTS CORP., ORANGE, N. J. 
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Building Children’s Business 


By WILLIS PARKER 


Any salesman who does not 
obtain the name, address, and age of the child whose 
feet he has fitted to shoes, must pay a fine of 10c., 
says A. Rowe, manager of the children’s and men’s 
shoe department of The Harris Store, San Bernari- 


ino, Calif. Mr. Rowe is increasing the sales volume | 
in children’s shoes largely through his policy of giv- | 


ing children more attention, not particularly because 
attention engenders the children’s good will toward 
the store, the department and the merchandise, but 
because the parents, who are the real customers, like 
any attention given their children. 


“Tt is true that if the salesman asks the child about * 


his school work and other activities—evinces an inter- 
est in those things in which the child is interested— 
the child has a more favorable attitude toward the 
store,” Mr. Rowe explained. “But it is the parent 
who actually decides where the child’s shoes must be 
purchased; so the interest evidenced in the child's 
activities is actually directed toward the parent, and 
we may suppose that the parent will more than likely 
return to our department when new footwear for 
the child is required—provided, of course, that our 
prices have been right and that our merchandise gave 
satisfactory service. 

“When we initiated this policy and demanded that 
the sales people obtain the names and addresses of 
our little customers, the boys had difficulty remem- 
bering to ask for and note the information on the 
sales tickets. That is the reason why we had to in- 
troduce the ten-cent fine for forgetting. Now, none 
of them forget. , 

“The names thus secured provide a mailing list, 
whereupon about once every four months we send the 
child a greeting card mentioning our brands of shoes, 
for we feel that the average child may need a new 
pair of shoes once every four months. We are col- 
lecting birth dates, too, so that we may send the 
children greeting cards on their birthdays, and we 
send them greeting cards at Christmas. 

“While this system has not been in effect very 
long, it already has shown results in increase sales 
volume.” 

Some have said that men are merely children grown 
up. This must be true, for Rowe follows a some- 
what similar practice with his men customers, for he 
sends them postal-card messages from time to time. 
Shortly after a customer purchased a pair of shoes, 
Rowe sends out a card, bearing his likeness and name, 
thanking the customer. for his patronage and express- 
ing a hope that the shoes have proved satisfactory 
as to fit thus far and will prove satisfactory as to 
service. 
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A Style Show Will Sell More 
Sport Shoes 


[CONTINUED FROM PAGE 32] 


Where the Sport Shoe Style Show 
must be confined to one’s own store, 
it can be done effectively, at small 
cost. The setting for either the store 
interior or the window show, would 
be a raised platform, not too wide, 
against a draped background curtain. 
Or one of painted compo-board could 
be used. 

In the store the setting should be 
toward the back of the store. The 
platform should be about 30 in. high, 
and as long as space permits. Space 
in back of the drapery or compo-board 
background, or folding screens at one 
side, would give a “dressing room.” 

The drapery could be plain chintz, 
with a border at each end of figured 
material. Of course, this idea can be 
elaborated upon, where desired. The 
platform, and steps should be dark, 
with a floor covering to prevent shoe 
scuffing. 

Local young women, and children 
could be secured as models. If possible, 
the young women should be members 
of local clubs or societies, to give added 
interest. In this case, a percentage of 
gross sales or orders for sport shoes 
could be given to their favored charity, 
in lieu of paying the models personally. 

If you have a junior women’s club, 
they would be good sponsors, and would 
likely have or secure smart costumes 
of their own, without expense to you. 
They could, and would, handle such a 
style show to perfection, and their 
sponsorship would win the attention 
and attendance of the best customer 
class in the community. 

Where there are center rows of seats 
that allow it, a runway can be built 
through the center of the store. How- 
ever, the platform at the rear draws 
the crowds away from the front of the 
store. 

In addition to newspaper announce- 
ments, a printed invitation can be sent 
to a selected list: 



























Dear Madam— 

As a part of our program for Sport Shoe 
week, May 22-27, several young ladies of 
the (name) club, will wear our new shoes 
during an informal Sport Shoe Style Show 
to be held each afternoon at 2 o’clock. 
Lovely shoes for both active sports, spec- 
tator, and general wear will be shown. 
We cordially invite you to attend, and to 
bring your friends. 

Yours very truly 
(Store Name) 

Have someone make a short fashion 
talk, and to describe the shoes as they 
are shown. A folder of sport shoe 
styles, small enough to slip easily into 
a handbag, could be distributed, with 
extra copies to use later as package 
enclosures. The use of a small orches- 
tra is a matter of individual decision. 

The platform and drapery idea is 
readily adaptable to a window showing. 
Descriptive cards, or a speaker system, 
should be used to describe each shoe 
as shown. Performances should be re- 
peated three or four times daily. Dur- 
ing the rest of the time shoes should 
be arranged on the platform. There 
should also be sport shoes arranged 
around the. window floor around the 
platform. Cut-out letters on the drap- 
ery curtain, or lettering on the compo- 
board background (if used) should 
read “Sport Shoe Style Show.” 

Sport shoes for women and children 
can be shown on models. Men’s shoes 
can be modeled, too, but it might be 
more practical to have salesmen wear 
them, with Summer clothes, in the 
store. 

Sport Shoe week is a major event, 
of national importance—one that de- 
serves a great deal of attention on 
your part to assure local interest, and 
sales. Hence, the cooperative plan is 
best, but where circumstances do not 
permit a ‘cooperative style show, the 
individual store can profit through the 
simple, inexpensive plan suggested. 
The Boot AND SHOE RECORDER urges 
you, for profits’ sake, to get back of 
this national event and make it a suc- 
cess in your community. 








Tanners Pledge Cooperation 
[CONTINUED FROM PAGE 34] 


scales. Unemployment is beginning to 
slacken and we are already seeing a 
rainbow in the sky,” Mr. Rainey con- 
cluded. 

Following the speaker, L. J. Robert- 
son, vice-chairman of the Tanners’ 
Council, introduced a resolution ‘pledg- 
ing support and offering “to the prop- 
erly constituted governmental author- 
ity the cooperation of this industry un- 
der such direction and with such guid- 
ence as may be indicated as the desire 
of the President. 

“With the intent that such joint ac- 
tion shall coordinate the industries and 
resources for the national security and 
welfare and maintain the mutual re- 





lations that will best serve the public 
interest,” the resolution said, “this tan- 
ning industry does authorize the board 


of directors of the Tanners’ Council to. 


organize, when and if required by such 
governmental authority, a body com- 
prising representatives of all branches 
of the tanning industry, which shall 
constitute a Government Advisory 
Committee. The duties and powers of 
such committee shall be indicated by 
such authority as may be appointed or 
otherwise indicated by the President 
of the United States.” 

The two-day meeting was devoted to 
the individual problems confronting 
the various branches of the industry. 
Following the general meetings, the 
conference was divided into specialized 
groups where their own problems were 
discussed. 
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“Kush-In-Eze” 


another word for 
*“‘DEPENDABLE 


Dependable — that’s the word 
that best describes “Kush-In- 
Eze” hand turned shoes and 
the in-stock service behind 
them. An increasing pairage 
going to a steadily increasing 
number of dealers attests the 
dependence they place upon 
“Kush-In-Eze.” Latest catalog 
gladly sent. 
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Black Kid % Strap 
Leather Lined 
Stocked AAA-EE 
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SHOE COMPANY 


A DIVISION OF 
L. B. EVANS’ SON CO. 
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MODERN WINDOWS ARE FELT WINDOWS 


Now YOU, TOO, can have the New Style 
SHOW WINDOWS 


that carry Forceful 
Advertising 
done in 





FELT LETTERS} 


Modern stores thruout America! 
are turning to the use of Felt let.’ 
ters and simple backgrounds in’ 
decorating their windows to get / 
the massed _ concentration, | 


screaming headlines and simplic.” 
ity which drives business into} 
their stores. 


Now, thru a unique plan developed by | ' 


Boot and Shoe Recorder, your shoe | 
store window, too, can have all the} 
advantages of Felt display at the re. 
markably low price of only $24.00 a 
year. 


You are supplied with sufficient felt 
letters, decorative strips and a panel © 
background 30x48”. Every month, 2 | 
drawings come to you, showing exactly 
how to make more effective telling, 
selling window displays with Felt. 


In addition, each month you are fur. 
nished four up-to-the-minute phrases, 
enabling you to change the message in 
your windows, weekly—everything you 
need is at your finger tips. Letters are 


conveniently boxed—the drawing shows you ex. | 


actly how to set up the display—and the felt letters 
require no adhesives—all you need to do is to press 
the letters firmly against the background and your 
display is ready to be placed in the window. 


The Greatest Stores of America Use This System 


Until the introduction of the cutout Felt Letters the average window had no way of putting over 
a message that could be read across the street. 80% of the passersby are in automobiles, 
buses, street cars and across the street. A window display fails of its purpose unless it 
is backed up with a good advertising message. The Felt Letter and Panel style of 

window dsplay enables you to introduce this message in the window in an attrac- 
tive manner and at the same time have it seen by 100% of the passing traffic. 


% 
sy 


BOOT & SHOB RECORDER SOLD TO ONLY ONE SHOE STORE 
MERCHANTS SERVICE DEPT. > IN A COMMUNITY 


367 W. ADAMS ST., CHICAGO, ILL. =“"“y BETTER WRITE FOR DETAILS AT ONCE 
Please send full details covering New Felt Letter 


cod Pal Window Dic _ } BOOT & SHOE RECORDER 


Merchants Service Dept. 


367 W. Adams St. Chicago, Ill. 


When writing advertisers please mention Boot and Shoe Recorder 
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» HOW’S BUSINESS? 








International Raises Wages and 
Prices 


St. Lours—International Shoe Com- 
pany, largest shoe manufacturer in the 
world, on May 12 announced an in- 
crease in wages at its factories 
throughout the country, effective May 
16. 

While it was not disclosed how the 
increased rate of pay would apply, it 
was stated the aggregate would add 
$500,000 a year to the factory pay rolls. 

The majority of the company’s fac- 
tories are in the St. Louis area, in this 
city and parts of Illinois and Missouri, 
although it has factories, supply plants 
and tanneries in seven states all told, 
including also Kentucky, Arkansas, 
New Hampshire, North Carolina and 
Pennsylvania. 

W. H. Moulton, president, said the 
board of directors, in authorizing the 
increase, was actuated by “a desire to 
cooperate with the President of the 
United States in his efforts to restore 
employment and purchasing power.” 
Notice to this effect, he said, has been 
sent to all factories. 

The company also announced ad- 
vances ranging from 2% to 15 cents 
the pair on staple shoes¢ the new prices 
being effective immediately. 

This latter action had generally been 
anticipated in business circles as a re- 
sult of the sharp advance in hide 
prices, which have moved up more than 
100 per cent over the low point earlier 
this year. 

Frank C. Rand, chairman of the 
board, issued the following statement: 

“Today’s advances on a few of our 
shoes cover but a part of the increased 
costs and are, more or less, a protec- 
tive measure for a short period. 

“To one who is familiar with the 
radical advances in hides, skins and 








leather during the past 60 days, it must 
be obvious that costs on all shoes will 
have to be refigured and prices ad- 
vanced in keeping with the market.” 





FURTHER ADVANCES IN 
SOLE LEATHER 


Coincident with further strengthening of the 
hide market, sole leather prices have been put 
up a cent a pound by leading tanners within 
forty-eight hours. This follows an advance of 
2 cents a pound three days ago, says the Boston 
News Bureau. 

Union backs are now quoted at 28 cents a 
pound and sales have been made at that figure, 
while oak backs are 29 cents. These prices 
compare with the low prices of about six weeks 
ago of 21 cents for union backs and 22 for oak 
backs. The rise thus amounts to well over 
30 per cent. 

Light native cow hides have sold at 914 
cents and 10-cent hides are predicted. Early 
in March light natives sold at 4’ cents so that 
the price has more than doubled in a few 
weeks. 

Calfskins sold Friday at $1.05 per skin for 
New York City 5s and 7s. The low in March 
was about 60 cents. 





Grain Leather Tariff Defined 


WASHINGTON, D. C.—From_ the 
standpoint of tariff liability there is 
no difference between “grain leather” 
and “grained leather,” the United 
States Court of Customs and Patent 
Appeals has ruled, reversing the Court 


of Customs for New York district, | 


whose finding a few months ago would 
have set up two classifications with 
differing duties. As a result of this 
ruling all leather having visible grain 
will henceforth be entered under a 30 
per cent duty. 


Anthony Parillo Buys Store 


NEw HAVEN, Conn.—Anthony Pa- 
rillo and others have purchased the re- 
tail shoe business of Jack Kliger. 











Rochester Speeds Up Production 


ROCHESTER, N. Y.—Shoe factories in 
the Rochester area took hold with a 
suddenness last week, stepping out of 
their after-Easter lull in some cases 
as high as full-week production. 

All lines were reported busy. The 
E. P. Reed Company and W. B. Coon 
Company were busy on women’s orders, 
the Reed company operating at full 
week with 2000 pairs a day. Coon is 
turning out 1200 pairs a day, the 
Menihan Company 1000 pairs and the 
Sherwood Shoe Company 1000 pairs a 
day. 

In Batavia the P. W. Minor and Son 
Company was reported operating a 
night shift to meet orders. The Blum 
Shoe Manufacturing Company in Dans- 
ville is busy on beach slipper orders 
and other slipper factories as far east 
as Dolgeville were reported active. 
Robinson-Bynon, Marshall, Meadows 
and Stewart and Dunn and McCarthy 
in Auburn are busy. 

In Johnson City, George F. Johnson, 
chairman of the board of the Endicott- 
Johnson Company, was back from his 
winter home at Daytona Beach, Fla., 
to oversee Johnson City, Endicott and 
Oswego plants in the wake of the com- 
pany’s order for a million and a half 
pairs of shoes. 

Huffeine and Clarke and other lead- 
ing juvenile plants in Rochester last 
week speeded up production, especially 
in top grade welts. 





Shoe Imports Decline 


WASHINGTON, D. C.—The Depart- 
ment of Commerce reports that the im- 
portation of boots and shoes into the 
United States during March declined, 
compared with the corresponding 
month of 1.32, while imports for the 
first quarter of this year showed an in- 
crease of 6 per cent in quantity but a 
decrease in value compared with the 
corresponding period a year ago. 
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SHOE PRODUCTION HOLDING UP 





WASHINGTON, D. C.—Statistics on 
the production of boots, shoes, and 
slippers, other than rubber, by classes 
and States, for March, 1933, as re- 
ported to the Bureau of the Census by 
1090 factories, are presented in the fol- 
lowing tables. 

The total production of footwear in 
factories reporting for March, 1933, in- 
dicates an increase of 7.5 per cent over 
February, 1933, and a decrease of 7.5 
per cent from March, 1932. Produc- 
tion during January-March, 1933, 
shows a decrease of 0.5 per cent as 
compared with the same period of 1932. 

It is interesting to note that the 
classification “Men’s Dress Shoes” 
shows the largest single pairage gain 
in the shoe field. Men’s work shoes 
comes next in point of pairage gain. 
A decline is noted in both the Boys’ and 
Misses’ groups, while a fair gain is 
shown in Women’s shoes. 





Kind March 
1933 1933-1932 
Boots, shoes, and slippers, total.... 28,374,157 26,384,408 77,475,380 — 0.5 
High and low cut boots and shoes 
et mani ME bh cetevedeunsauscepecars 24,424,007 23,214,113 67,835,881 — 0.5 
en’s: 
SEE sa Shades eins re Leatansssecaeas 4,935,743 4,407,901 13,447,042 + 6.3 
SE eR Ee a ors 1,850,631 1,683,824 5, 194,558 + 3.4 
Boys’ — DG, oan csdasiensesseeten 31,968 1,448,498 422° 479 — 3.4 
ME Winnie dcb0beseeébdacconwebea 11,467,002 11,360,397 32° 110, 543 + 3.1 
Misses’ and RI Sk cksicccvewencee 3,074,882 2,879,471 8,436,339 —16.6 
SEE sec tcecewan twee hs se aoeNs ae 63,731 1,434,02 4,224,920 — 9.3 
EES 5s viaauioc Jo Ves oom s.o0is nese <i 93,779 72,468 42,030 —16.3 
Part-leather and part-fabric 46,490 37,087 127,764 —58.0 
All-fabric (satin, canvas, etc.) 423,462 359, "989 1,096, 398 —33.9 
= and moccasins for house wear, 

Ee iscny se csetcvestcadteuseaecenc's 2,395,228 1,851,880 5,614,839 +11.4 
re ER PT 625,098 1 339,508 1,532,589 +41.9 
Part leather, felt, O06. «205.0006 00600 1,770,130 312,372 082,250 + 3.1 

Barefoot sandals, and ‘ail other footwear 991,191 eae 871 2,558, "473 + 6.5 


This report further indicates that 
the Central States have made good 
substantial production increases. While 
the country as a whole has shown a 
pairage decrease of 5 per cent for the 
first three months of this year, the 
state of Ohio reports a gain of 11.8 


PRODUCTION OF BOOTS, SHOES, AND SLIPPERS, OTHER THAN RUBBER, 


BY STATES 
Factories Per cent of 
represented increase 
March, March February Jan.-March Jan.-March Jan.-March 
1933 1933 933 1933 1932 1933-1932 
United States .. 1,090 28,374,157 26,384,408 77,475,380 77,859,160 — 0.5 
SEE Ghee ac sw tae 57 ,956,777 ,914,373 5,717,522 6,136,188 — 6.8 
NE adie la. aimee aie 50 1,803,841 1,585,647 4,591,349 4,841,420 -— 5.2 
Massachusetts ..... 336 6,224,942 346,980 17,803,58 19,053,736 — 6.6 
OO Rees 55 3,216,550 3,127,779 9,485, 9,148,904 + 3.7 
New Hampshire 60 172,525 1,793,457 5,436,440 5,923, — 8.2 
eae 31 5,995,741 ,006,2 15,376,4 15,318,299 + 0.4 
Pree 41 »334,456 1,184,898 3,408,433 3,047,558 +11.8 
Pennsylvania ...... 96 ,586,2: 1,355,185 4,077,531 oie — 1.7 
Wisconsin ......... 51 1,397,882 ,360,653 3,968,127 3,529,232 _ $12.2 
ED GO vesciscisse 113 85,1 2,709, 159 7, ‘621, 475 6,714, 073 +13.5 
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per cent for this period. Wisconsin’s 
gain is 12.2 per cent, while Missouri 
shows a gain of 3.7 per cent. New 
England, New York State and Penn- 
sylvania all report production losses 
for the first months of this year. 

The full report:— 





. 








Abish & Barry Retires 


Pawtucket, R. I.—Abish & Barry, 
shoe retailers in this city for some 
years, have closed out their modern shoe 
store on Main Street. Mr. Abish and 
Mr. Barry have both been in the shoe 
business for many years, working in 
Providence stores before opening their 
own establishment. 





.Co., operating a store at 115 East Town 








Takes Over F. B. Case Store 


CoLumBus, On10.—Robert Wilhelm, 2 | 
former partner in the F. B. Case Shoe _ 





Street, has taken over the interest of his 
late partner, F. B. Case, and will con- 
tinue at the same location. The store 
has been operated for the past 2) 
years. 
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DEPARTMENT STORE SALES SHOW LOSS 





WASHINGTON, D. C.— Preliminary 
figures on the value of department 
store sales show a decrease from 
March to April of less than the esti- 
mated seasonal amount. The Federal 
Reserve Board’s index, which makes 
allowance both for number of business 
days and for usual seasonal changes, 
was 68 in April on the basis of the 
1923-1925 average as 100, compared 
with 55 in March and 60 in February. 

In comparison with a year ago the 
value of sales for April, according to 





preliminary figures, was 9 per cent 
smaller. In making the comparison 
with a year ago, allowance should be 
made for the fact that the date of 
Easter, which was very early last year 
(March 27) was late this year (April 
16), and that consequently this year 
sales during April included a much 
larger part of Easter buying than they 
did last year. The aggregate for the 
first four months of the year was 22 
per cent smaller than last year. 


* * * * * 


PERCENTAGE INCREASE OR DECREASE FROM A YEAR AGO 


April* 
Total. <c0.60 —9 
Federal reserve district: 

pe rere —12 
New York ........ —10 
Philadelphia ...... —9 
Cleveland ......... —10 
Richmond ........ — 5 
IIR 6 o:6-0: 6: 6 0:0-«'s —13 
Chicago .......... —13 
Se TOUS 2. ccc cece —12 
Minneapolis ....... — 6 
Kansas City ...... — 7 
NEMS de'6 nc. ocisics<:s —1 
San Francisco .... — 6 


January 1 Number of Number 
to Reporting of 
April 30* Stores Cities 

—22 469 227 
—25 52 28 
—19 54 29 
—22 41 17 
—24 29 9 
—19 44 23 
—22 23 16 
—23 63 32 
—23 18 9 
—18 17 12 
—20 23 15 
—16 25 10 
— 80 aa 


* April figures preliminary; in most distriets the month had one less busi- 


ness day this year than last year. 





Plain White Strong 


Los ANGELES — Present fashion 
trends at the J. W. Robinson Co., point 
to a heavy white season, especially in 
buck with simple, smart perforations, 
reports Louis D. Maupin, shoe buyer. 
Plain white without any contrasting 
trim, has been singled out, he says for 
spectator sports wear and informal oc- 
casions in the better priced shoe, while 
white kid, tie and strap models for 
more formal daytime wear is also good. 
For evening the demand again is for 
white, white crepe with stain stripping, 
or white crepe with silver piping. 

Robinson’s is promoting as a com- 
plement to cotton mesh and pique 
frocks, honeycomb pique and mesh in 
sandal and pump styles, also solid white 
in color. Staple calls still continue 
however, for white with brown or black 
trim for spectator sportwear says Mau- 
pin. 


Low Heels in Dallas 


DALLAS—“Dallas girls have a craze 
now for low heels,” said W. L. Clary, 
buyer for A. Harris and Company. 
“The high school girls started the 
craze, and soon the business girls 
adopted the idea. At least 23 per cent 
of our business now is in extreme flat 
heels! 

“Our promotion of low heels consists 
of one advertisement run in January; 
the craze has mostly encouraged itself. 
We are also finding a wide acceptance 





of the kilties top oxford for active 
sports or street wear. Punched shoes 
in white are the general favorite, how- 
ever, in all styles of shoes at the mo- 
ment.” 





Walking Shoes for Fair 


Cuicaco—The Fair is laying in a 
big supply of walking shoes getting 
ready for the globe trotters that are 
expected here this Summer. These are 
in black and brown and have a 14/8 
heel. There’s going to be a lot of walk- 
ing done around these parts during the 
next six months, thinks Mr. Katz, and 
it’s just as well to have the tools handy. 





Bunion Shoes of Fashion 


BostoN—Curtis stores present new 
shoes for bunion feet, feminine, the 
shoes, in widths from AAAAAA to 
EEE, being so made and fitted, that 
they are comfortable over the bunion, 
as well as at toe, instep and heel, and 
they “have the appearance of normal 
shoes, and do not look wide and un- 
gainly.” 


Correction 


Due to a typographical error, an ad- 
vertisement by Dyer & Hall of Auburn, 
Maine, in a recent issue of the Rr- 
CORDER, stated that their in-stock 
shoes are supplied in widths AAA to 
C, whereas the line is stocked in true 
sizes and widths from AAAA to C. 
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Public Demanding Better Shoes 


CoLuMBuSs, OH10—-That the public is 
demanding higher grade shoes and is 
willing to pay for quality is the state- 
ment of Walker T. Dickerson, presi- 
dent of the Walker T. Dickerson Shoe 
Co., who just returned from an ex- 
tended business trip. 

He declared that orders for women’s 
shoes retailing from $7.50 to $8.50 are 
fully 100 per cent better at this time 
than last year. In one mail orders for 
800 pairs were received. The unusual 
demand has caused Mr. Dickerson to 
change his plans of starting his trav- 
eling sales force with new Fall sam- 
ples about June 1 and the salesmen 
will begin on Fall business May 165. 
Samples for the Fall trade are now 
being made up preparatory to the early 
opening of the season. 

Mr. Dickerson announced that the 
Conrad Shoe Co., North Abington, 
Mass., has been selected to make the 
men’s Archlock line of shoes which will 
be marketed through the Dickerson 
company with the women’s line made 
by it. 

Mr. Dickerson recently returned 
from Grand Rapids, Mich., where he 
assisted in the opening of a new shoe 
store individually operated by George 
Yager at 6 Sheldon Street under the 
name of the Archlock Shoe Shop. 





Brownell to Continue 


Aucona, Iowa.—J. A. Brownell and 
his son Roy will conduct the business of 
the J. A. Brownell Shoe Co. here after 
May 31. R. W. Horigan, who has been 
a partner in the firm with the elder 
Brownell, will retire. 





Slippers Good 12 Months 


in Year 


PROVIDENCE, R. I.—Slippers are fea- 
tured and sold 12 months of the year 
at the Walk-Over Shoe store in this 
city, and not just as a Christmas sea- 
sonable promotion. 

“Slippers, if they are pushed, are a 
profitable line all the time,” comments 
William R. Briggs, manager. ‘“Christ- 
mas is, of course, a big sales event, but 
so is the vacation business. We find 
most women, preparing for a Summer 
vacation or a trip, are prospects for a 
new pair of slippers. At these two 
periods, higher-priced slippers can be 
sold. 

“In between times, people buy more 
moderately-priced slippers. Just now 
we are featuring a display of about 35 
pairs at 79 cents a pair, and they are 
selling well. The display is near the 
front of the store where all who enter 
the store see it.” 

Slippers are advertised, in block 
space, in the store’s newspaper space. 
They are shown in window displays 
and salesmen tactfully suggest them to 
their customers. 
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WHERE TO BUY 
Men’s Shoes 





Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 
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Men's Fine Shoes 
D COLONY SHOE CO. 
Brockton, 


MASS. 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
euse, N. Y. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


lala el de i te 


W. 8. CHASE & SONS, INC., 
HAVERHILL, MASS. 
in Stock Men's Full Leather Lined 
Handtureed Slippers 
Priced from $1.35 
Kid Pullman Slippers 
colors and black with 


nap Pocket 1.35 
ipper Pocket $1.50 





| business, 
| highly enthusiastic as to the future of | 
| the Douglas factories, citing the mark- | 
| ed increase in business the past two | 
| months as compared with a_ similar 
| period in 1932. 
Mr. Wolfer joined the Douglas or- 


| known for its many features. 
| shoe the Douglas Company will con- 
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PRESIDENT BARTLETT OF W. ‘L: DOUGLAS COMPANY 
OUTLINES PLANS 





BROCKTON, MAss.—With the recent 
election of Joseph W. Bartlett, Boston 
attorney, as permanent president of 
the W. L. Douglas Co., succeeding 
Herbert L. Tinkham, the appointment 
of Paul C. Wolfer as General Manager 
of the Douglas factories was announced: 
With the appointment of Mr. Wolfer, 


JOSEPH W. BARTLETT 
President 


widely known New England manufac- 
turer and creator of the Air-O-Pedic 
shoe, as directing factory head of the 
President Bartlett appeared 


ganization two years ago, when he su- 
pervised the making of the Air-O-Pedic 
line, the specialty shoe he created sev- 
eral years ago and which is nationally 
This 


tinue to make, in addition to its regular 
lines. 

Mr. 
fact that Easter business 


Bartlett’s statement cites the 
was. the 








largest since 1929, and sales subse- | 
quent to the holiday have been well | 
sustained. The management is _ na- | 
turally encouraged by results recently | 
obtained, and is fully aware of what 
remains to be accomplished in rehabil- 
itating the earning power of the com- 
pany. With the prevailing economic © 
conditions, according to President Bart. © 
lett, a very large proportion of the © 
company’s business must be done on © 
the lower-priced lines, in which there © 


is an extremely small margin of profit. 7 


He cites further the fact that only by | 
the most drastic economies and greatly § 
increased efficiency in operation has it 
been possible to make shoes in Brock- 
ton which would be successful in price 
and value with the product of outside 
shoe manufacturing districts. With 
the intelligent cooperation of Brock- © 
ton labor, and the loyal support of the © 


PAUL C. WOLFER 
General Manager 


entire Douglas organization, it has 
been demonstrated this Spring that 
the Brockton product can compete suc- 


| cessfully, on the basis of actual value, 


with any other shoes made anywhere 
in the United States. 





Hub Shoe Store Reorganizes 


FLINT, MicH.—The Hub Shoe store, 
of which the late Elwyn Pond was the 
founder and principal owner for more 
than 20 years, has been reorganized, 
with the following officers: president, 
Louis Benedict; vice-presidents, Clif- 
ford Cooper and William Dixon, Jr.; 
secretary-treasurer, Marie Neal. All 
the stock is owned by the officers, who 
have long been employees of the store 
under Mr. Pond. Mr. Benedict will 
manage the store. 





Has 25th Anniversary 


Houston, TexAs—Harris Hammer- 
Smith, of Hammersmith Bros. shoe 
store, this year celebrates the twenty- 
fifth anniversary of his establishment. 

In 1908, the three brothers, Harris, 
W. P., and J. P. Hammersmith, 
opened the Houston store. This store, 
from its small beginning twenty-five 
years ago, has become one of the finest 
of its kind in Houston. In September. 
1928, the store was moved to its pres- 
ent uptown location. 
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MAINTAIN 
or IMPROVE 


the quality of your shoes with STAPLE LASTING 
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Littleway Staple Lasting is the modern way of lasting 





chain stitch, lock stitch, and cement shoes. 








Examine the Littleway cross section above and note 





the unique formation of the staples. These staples are 






formed automatically from a coil of small wire and 






they permanently fasten the upper and lining to the 





insole. Note particularly that their points turn down and 






away from the inner surface of the innersole; unlike 






tacks they do not penetrate the inner surface of the 









innersole. 





Compare this method with the tack lasting method 







illustrated in the cross section below. The sharp points 






of these tacks actually penetrate the inner surface of 


the innersole and clinch upon this surface. 








Littleway Staple Lasting ever since its introduction to the 





industry has been and still continues to be a superior 







manufacturing process. 





LASTING 





Safeguard the quality of your shoes with this modern 






and improved process of construction. 






LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Shoe Trees 


Se eid 


PROTECTED 


SIMPLEX SHOE 
TREE COMPANY 


lee ed i ie de i 


WHERE TO BUY 


Shoe Dressings 
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CLEANS ALL WHITE SHOES CLEAN 
Satisfaction—Or Money Back 
SOLD BY GOOD WHOLESALERS 


CAVALIER CORP. 
BALTIMORE, MD. 
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WHERE TO BUY 
Work Shoes 


Os FSO OP er er eee 








Selling More Brown Shoes 


DALLAS, TEx.—“In hard times people 
buy black shoes exclusively, in prosper- 
ous times they always have a good 
pair of black shoes for night wear and 
a brown pair for daytime wear,” said 
W. P. Sterrett, manager, Douglas Shoe 
Store. “The growing volume of sales 
of both brown and sports shoes is 
proving to those of us in the shoe busi- 
ness that times are getting better. We 
are selling more brown shoes now than 
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NEW MATERIAL IDEA IN PROMOTING COLLEGE SHOES 


















Three of the new shoes designed for Wanamaker 





PHILADELPHIA, Pa.—A new thought 
in promoting shoes for college men is 
being developed by George G. Mac- 
Dougal, men’s shoe buyer for the John 
Wanamaker men’s store. He states:— 

“Some time ago, I conceived the idea 
of building a practical white shoe for 
college and prep men and readily 
turned to white goat skin, after con- 
sidering other white leathers. My ex- 
periments with samples of white goat 
proved conclusively that this leather is 
easy to clean and would keep cleaner 
for a longer period of time, than any 
other leather. 

“Actuated by this reason, I pro- 





ceeded to have a shoe made which 
would be particularly adaptable for 
wear in the colleges. These shoes have 
been in stock some three weeks and 
have been already accepted in most of 
the colleges and prep schools down 
here. 

“We purchased many times more 
than ‘a run of sizes’ and have already 
sold 20 per cent of the initial order. 

“In presenting white goatskin shoes 
to our customers, we stress its cool- 
ness and comfort on the foot, as well 
as its utter simplicity in cleaning. For 
the most part, a wet cloth will do the 
trick.” 





Promoting “Knock-Down” Shoes 


CHIcAGo—In the growing girl’s shoe 
department at Marshall Field & Com- 
pany’s some interesting handmade 
sport shoes are being shown as an at- 
tractive specialty. These come knocked 
down in sets, with the parts all cut 
out and punched and with metal tipped 
lacings so that anyone can make up 
his or her own shoes to suit without 
even the need of a needle. A number 
of these have been sold to Camp Fire 
Girls, Girl Scouts and other members 
of outdoor organizations. These, in 
the larger sizes, are equally suitable 
for boys’ wear. These sets are also 
made up in the store for those who pre- 
fer it, and are sold at the same price. 
The children’s shoes are of elk and sell 
for $2.00. In the growing-girl’s sizes 
they come in smoked elk and also elk 
vamp and quarter and plug and quar- 
ter panel in brown. The larger sizes 
are selling for $2.75. 

Samples of cowboy boots in several 
different models are importantly dis- 
played in this section also. They come 
in sizes 1 to 6 and are sold for $6.50 
and $8.00. Right around the corner 





we have in several years. 





from this section is the department 


where cowboy suits are carried with a 
corral where a cowboy plays a guitar 
and sings cowboy songs every Satur- 
day. While these two departments are 
entirely separate many a pair of these 
boots are sold to those visiting the 
other departments by a canny showing 
just at the right time. 





White Selling in Better Grades 


PHILADELPHIA, Pa.—J. F. Reist, buy- 
er for Steigerwalt, feels that though 
the all white shoe will be more popular 
than ever this Summer, the most ex- 
clusive trade will look kindly on the 
white linen slipper trimmed in pastel 
colors of kid, also the white linen with 
pastel floral patterns. While blue still 
remains very popular, beige has not 
had the demand that it might have 
warranted. Those who go forth in beige 
costumes this Spring find it more smart 
to have accessories in brown. 

Steigerwalt offers to patrons a neat 
booklet containing cuts and descrip- 
tions of the smartest Spring and Sum- 
mer footwear. With each shoe comes 
the suggestion of the most appropriate 
hosiery to complete the ensemble. 
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SaLEM, Mass.—“I have always sold 
high grade goods and specialized on 
corrective footwear exclusively for the 
past 13 years, in spite of the fact that 
the street on which I am located is 
known as a low priced locality,” says 
Louis H. Harris. “Although I shall 
always carry popular priced lines, I 
fee! confident that I will sell more 
higher priced shoes in the future than 
I have in the past.” 

* * bd 


WASHINGTON, D. C.—“One thing has 
definitely happened during the past 
months,” says H. J. Rich, “women with 
money are buying three, four, five and 
even six pairs of shoes at a sitting. 
Sales checks of from $25.00 to $60.00 
are becoming common enough right 
now so that they are not attracting 
more than passing interest in our shoe 
store. These women who have been 
buying their shoes pair by pair during 
the past two years are now buying as 
they did four years ago. They have 
had read money right along but they 
would not part with it. Now their 
mental attitude has changed, we are 
most happy to observe.” 

* * 


DAYTON, OHI0O—“Lost sales right 
now are tracable to three main causes,” 
finds Paul W. Crawford. And he lists 
them in the order of their frequence 
as follows: Style, Size, and last—Price. 
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ANNOUNCES WAGE 
INCREASE 


Spencer, Mass.—The Kleven Shoe Co., with 
a factory and a stitching plant in Worcester, 
Mass., has announced a 10 per cent increase 
in wages to take effect June 1. The increase, 
announced by Archie L. Kleven, president, will 
affect about 1000 employees in the two plants. 

The company is operating on a full schedule 
with a daily production of about 6000 pairs of 
women’s shoes. 





“That’s some different from what the 
order was even a short few months ago. 
Then Price came first. If we have 
good merchandise, people will take 
what a store may offer, provided it can 
offer something reasonably near what 
is origannl requested. Our volume is 
now on the $8.50 and $10.50 grades, 
and I was quite encouraged to note 
that our average price per unit for the 
past month was $9.06—a decided im- 
provement.” 





Box Maker Increases Wages 

LyNN, Mass.—Frank C. Meyer Co., 
Inc., makers of boxes for shoes, has 
increased wages five per cent, and has 
put its factory on double time, one 
shift stopping at five each afternoon, 
and another going on and working un- 
til ten o’clock. Demand for boxes for 
shoes is the reason for the double pro- 
duction program.’ 


S. W. Ascher, president of the 





al 


Frank C. Meyer Co., Inc., says that 
he and his associates are heartily in 
accord with the policy of increasing 
wages as a means to revive and 
strengthen industry. “If people are 
to buy better shoes, and more of them,” 
says he, “then they must be able to 
earn enough money to enable them to 
do so.” 





Hazzard on Full Time 


Boston—The R. P. Hazzard Co., 
with plants in Augusta and Gardiner, 
Me., reports that both factories are 
running full time in all departments. 
This includes men’s and women’s, as 
well as a special department devoted to 
the manufacture of riding boots. Or- 
ders on hand and in prospect indicate 
plenty of business ahead. 





Wage Increase 


LYNN, Mass.—Gregory .& Read Co. 
made effective, May 1, a 15 per cent 
increase to all its shoemakers’ This 
follows a wage increase that was made 
to cutters a few weeks ago. 





Why Not Bicycle Boots? 


BostoN—Jordan’s started the new 
bicycle fad in Boston with a special 
display of bicycles, and bicycle clothes, 
including sneakers for the feet. There 
has been some talk about a revival of 
bicycle boots of leather. 

















UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


>» > 


TO $5.00 DOUBLE 


TO $3.50 SINGLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 





MARTINIQUE 


BROADWAY AT 32ND STREET - 











from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 







NEW YORK 





———LEAD THE FIELD——_ 


COLT BOOTS 


for Men and Women 


WRITE for COMPLETE CATALOG M-20 TODAY 


COLT-CROMWELL CO., Inc. 


1239 Broadway - - 


$400 


per pair 


No Less Than 6 Pair Lots 





Black or Brown 


English Pattern 


Full Leather Lined 


EST. 1899 





New York City 
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WHERE TO BUY 


Children’s Footwear 


6 6, A 





MRS. DAY’S IDEAL BABY SHOES 
5 Infants’ Soft Seles...0-3 

intermediates ........ 1-5 

Flexible Hard Soles. 2-8 


send for In-8took 
Catalog 


R3. DAY'S IDEAL BABY 
= SHOE CO. 
Locust St. 





Danvers. Mass. 








The SANDAL 


season is here 


65c 


PAIR 


sizes 2 to 6 





6/2 te 8 
20¢ extra 


Write today for samples 


SWAN SHOE CO., INC. 
2201 Aisquith Street 
BALTIMORE, MARYLAND 














Highest Grade 
Infants’ to Growing 


Goodyear Weilits. 
iris’. Out- 
standing Values. In_ Stock. Fall 
line will prove a Revelation in 
Merchandising. 


CHILD LIFE SHOE MFG.CO. 


MILWAUKEE wis. 


4441771 SO 





New Beach Sandal 


New YorK—A non-shuffling, sand 
shy beach sandal, manufactured en- 
tirely of top-grain leather, has been 
designed by the shoe stylists of the 
Rogers Peet Company. 

The sandal is comprised of a flat sole, 
two crossed straps which pass over the 
toes and a semi-circular cup at the 
back to fit around the heel. The foot is 
slipped under the straps, the heel slides 
into the cup and an adjustable band of 
leather with a snap fastener holds the 
sandal in place. 

The foot cannot shuffle in the sandal 
and the design is so simple that vagrant 
sand is easily brushed off. 
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« WHAT'S NEW IN THE TRADE > 


Products, Promotions, Inventions and Ideas 


Invents Automatic Shoe Sizer 

CHICAGO, ILL.—A brand new method 
of ascertaining the correct shoe size 
is being introduced by The Scholl Mfg. 
Co. It is claimed that this shoe 
measuring device takes all the guess 
work out of shoe fitting, and that it re- 
veals the exact size with mechanical 
precision. 

Through the means of this recently 
introduced device the manufacturers 
claim that it will correct the following 
faults in shoe fitting: 

Dealer or clerk peering into lining 
of an old shoe to learn what someone 
else sold the customer months ago— 

Inability—indifference—in the han- 
dling of standard measuring sticks— 

Bringing the customer size asked for 
without measuring—and many other 
mispractices that are “throw-backs” to 
the day when a shoe dealer sold shoes 
over the counter like every-day com- 
modities without proper facilities for 
correct shoe fitting. The above prac- 
tices have resulted in poorly fitted 
shoes, discomfort, dissatisfaction, re- 
turns, adjustments, exchanges and loss 
of repeat patronage—plus injury to 
your reputation—loss of time, labor— 
and money. The Dr. Scholl Auto- 
matic Shoe Sizer. 

Speeds up your service per fitting— 
reduces repeated try-ons. Establishes 
your store as an up-and-coming pro- 
gressively conducted one—with regard 
to correct, scientific shoe fitting. 

Cuts down overhead, cuts down ex- 
changes, returns, adjustments. Brings 
customers back for continued, steady 
patronage. In every conceivable man- 
ner benefits you—materially. 





New Leather Prints Introduced 


NEw YorK—The two new prints, 
“Mandalay” and “Revolla,” introduced 
at the leather show of the Tanners 
Council of America by the Ohio 
Leather Co., Girard, Ohio, aroused un- 
usual interest among the manufactur- 
ers present. 

The new prints will be used for both 
all-over shoes, as well as tips and fox- 
ings, and in combination with suede, 
decidedly important in the Fall style 
picture. “Mandalay” will combine with 
suedes effectively, the “Revolla” print 
being principally used for trims and 
underlays. 

The “Mandalay” print comes in three 
shades: black, brown and grisette. The 
latter shade, a dark grey, is expected 
to have a pronounced acceptance when 
used for a gun grey effect also as a 
trim on black shoes. 

Another print to make its initial bow 
is “Corolla,” important for both fox- 





ings and tips. 





Sales-Making Fitting Stool 


Boston—A fitting stool which is also 
a display and sales cabinet is the in- 
vention of Louis Lelyveld, of South 
Weymouth, Mass., a salesman for the 
Converse Rubber Company. 

The platform, or portion of the stool 





THE STOOL IN ACTION 


on which the customer’s feet rest, is 
hinged at one end and beneath is a 
hollow space containing a revolving 
container. This can be used to house 
a small stock of shoe polish, cleaner, 
laces, hosiery swatches or anything 
the merchant wishes to push. It is 
claimed for this stool that it makes 
an extra sale possible without the 
salesman leaving the customer to get 
the merchandise; and that the under 
side of the platform can be equipped 
with a display card much as shown 
in the accompanying photograph. 





Issues Golf and Sport Catalog 


SoutH WEYMOUTH, Mass. — So 
great is the interest in golf and sport 
shoes this year, that the N. M. Ar- 
nold Shoe Co. has issued a most at- 
tractive catalog on this phase of their 
activity. In addition to being a work 
of art, this catalog devotes two pages 
on how to order shoes via the Arnold 
Code Telegram service. 

“We are getting a lot of real in- 


terest in ‘Arnold Authenties’ this 
year,” reports Salesmanager B. L. 
Wales, “and have opened up some 


wonderful accounts. I know of no 
other manufacturer, that is making a 
real specialty of the women’s golf and 
sport shoe business as we are, and I 
am glad to report that we are getting 
some real results.” 
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Pure Advertising Ordinance 


WATERBURY, CONN.—Striking sharp- 
ly at retailers who advertise “leader” 
or “bait” items for the sole purpose of 
bringing people into the store, the 
Board of Aldermen of this city on May 
1 adopted an ordinance requiring that 
every advertisement must tell the num- 
ber of items of any advertised article, 
unless the lot placed on sale exceeds 
$25 in value. 

While the measure is aimed primari- 
ly at merchants who offer standard 
articles of merchandise at low prices, 
but carry only a small stock of the 
articles in question and either “sell 
out” early or seek to induce the cus- 
tomer to buy something else, it will 
affect all lines of retail business. 

Frank Green, secretary of the Cham- 
ber of Commerce, who helped a com- 
mittee of retailers in preparation of 
the ordinance, told BooT AND SHOE RE- 
CORDER that no retail business would be 
exempted. The ordinance covers all 
advertising media, including news- 
papers, billboards, display windows, 
etc. 

The original draft of the ordinance 
set $50 as the minimum value of stock 
on which quantity need not be adver- 
tised, but this was later reduced by 
amendment to $25. All provisions of 
the law were carefully considered by 
the retailers’ group and a special com- 
mittee of the aldermen over a period 
of several weeks. 

The ordinance requires that no 
patron shall be restricted as to the 
number of quantity he can buy unless 
such limitation shall be stated in the 
advertising, and that advertised ar- 
ticles shall not be refused any patron 
at the advertised price so long as such 
articles remain unsold within the period 
for which advertised. 

It is provided that when the adver- 
tised merchandise has been disposed of, 
advertising of it must be discontinued 
immediately. Maximum penalties for 
violation are set at $100 fine or 30 
days in jail for each offense. 

No one appeared either for or 
against the ordinance when it was acted 
upon by the aldermen, and the vote for 
passage was unanimous. The new law 
was to become effective May 17. An 
early court test! of the law’s constitu- 
tionality is anticipated. 


Sales Tax Declared Void 


SPRINGFIELD, ILL.—Shoe merchants 
everywhere will be interested in learn- 
ing that the Illinois 3 per cent sales 
tax was declared unconstitutional by 
the State Supreme Court today with 
the result that a sum estimated at 
about $8,000,000, collected in pennies 
by retail stores all over the state since 
April 1, will have to be returned to the 
purchasers—in itself an almost impos- 
sible task. 

Unless another sales tax bill can be 
passed, the state will not be able to dis- 
tribute for unemployment relief the 
$60,000,000, which the tax was expected 





to bring in annually. All seven judges 
concurred in the opinion. 

It was contended that the act vio- 
lated the equal protection clauses of 
the state and Federal constitutions and 
uniformity provisions of Section 1, Ar- 
ticle 9 of the Constitution of Illinois, 
by imposing a tax upon persons en- 
gaged in the business of selling tan- 
gible property at retail; the Legisla- 
ture designated one class upon which 
the tax was imposed and then at- 
tempted to exclude from that class 
farmers selling their own products. 
Such exclusion results in an improper 
classification and the act is not uni- 
form in its application to the class on 
which it operates, and cannot be sus- 
tained, the Court held. 





Spaulding Gives Safety Party 


NoRTH ROCHESTER, N. H.—Commem- 
orating a twelve months’ period with- 
out any accident or minor injury in 
their huge plant, executives of the 
Spaulding Fibre Company recently en- 
tertained 300 or more employees of their 
huge counter plants, bringing to a close 
one of the most successful safety cam- 
paigns ever conducted in the history of 
the State. 

The party, which later was featured 
by a minstrel show and mock trial at 
the Rochester City Auditorium, was 
most entertaining, and was featured by 
the distribution of certificates given by 
the safety engineer representatives of 
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insurance companies protecting the 
factories. 

e The popular factory executive and 
manager, Ernest C. Blackwell, intro- 
duced former governor Roland H. 
Spaulding of the company, who com- 
plimented the workers on their most 
successful campaign and outlined the 
work of the safety organizations and 
committees of the other plants of the 
Spaulding Fibre organization. 





Calif. Convention Plans 


Los ANGELES—According to Paul 
Jesberg, President of the California 
Shoe Retailer’s Association, education 
will be the theme of the annual con- 
vention of that group to be held here 
June 12, 13 and 14. Subjects to be dis- 
cussed will include the new currency 
and what it means to the retailer. 
Reducing overhead costs and shoe sizing 
to meet decreased volume will also 
come in for discussion on the opening 
day of the convention. 





Organizes Local Shoe Club 


SPRINGFIELD, OHI0—About a dozen 
retail shoe dealers met at the Hotel 
Shawnee and organized the Springfield 
Retail Shoe Merchants Association to 
secure greater cooperation and to ar- 
range for collective sales promotion of 
footwear. Charles L. Nisley was named 
president and H. B. Shaman, secretary. 
Meetings will be held twice a month. 
































“They fasten with prongs” 


JOHNSON’S ADJUSTABLE CALLUS CUSHIONS 


HAVE YOU EVER SEEN A FOOT WITHOUT A METATARSAL ARCH ? 


No, and you never will. 
human feet have metatarsal arches. 


Yet shoe men go on fitting shoes, utterly disregarding the fact that ALL 


With 95% of YOUR trade suffering from metatarsal trouble, are you attempting to FIT the depressed 


metatarsal arch with flat or concave soled shoes? 


Metatarsal trouble is the forerunner of most foot troubles. 


Correct and prevent these by fitting your 


customers’ shoes with JOHNSON’S CALLUS CUSHIONS. They will appreciate your thoughtfulness 


and the individual service. 
customers. 


And we know, and you know, that your business depends upon appreciative 


CALLUS CUSHIONS improve the fitting qualities of any style of shoe and are particularly adapt- 
able to sandals and pumps, adding comfort to the shoe without jeopardizing ankle and instep fit. 

Anchored to the innersole with prongs insures stability, making it impossible for the Cushions to 
shift out of position, yet allowing ready adjustment when needed. 


Order by shoe size. Price, $3.50 per dozen. 


Retail, 50c per pair. 


ASK YOUR JOBBER or order direct 
Vigorous prosecution will follow infringement 
of Callus Cushion and Arch Moulder patents 
covering construction with fastening prongs. 


JOHNSON PRODUCTS, INC. 





1145 East 22nd Street 
Indianapolis, Indiana 
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WHERE TO BUY: 


Women’s Shoes 
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FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
j. P. SMITH SHOE CO. 
Chicago, Ill. 








$5000.00 SALES 
from a 
$400.00 STOCK 


of two shoes. 






(Dealer's name 
upon request.) 


Chora Bo 


Will help you make more sales. 
SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINN. 














GENUINE HAND TU 
02-75 itl 
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ia , 
No. 1102—WHITE KID 
"REGENT" 


16/8 heel—AAAA to C, 
2% to 8 $2.75 


DODGE, BLISS & PERRY ix: 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR thts OCCASIONS” 





Edison Branch in Cincinnati 

CINCINNATI.—Burt’s Shoe Store, a 
branch store of the Edison Bros., St. 
Louis, opened at 520 Race Street. H. L. 
Schultz, formerly with Baker’s both 
here and at Dallas, Tex., is manager. 
Bags and hosiery also are carried. The 
store has a seating capacity of sixty 
chairs. It is the only Edison Bros. store 
in this city. 


Klein With Burtman-Rondeau Co. 


Sidney Klein selling shoes to the 
trade in North and South Carolina, 
who was formerly with Mose Cohn 
Shoe Co., Nashville, is now connected 
with Burtman-Rondeau of Boston and 





is covering the same territory. 
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> ON THE SELLING END «| 


News of the Travelers and Sales Activities 





Selby Holds Sales Conference 


PorTSMOUTH, OHI0— Salesmen of 
the Selby Shoe (Co., numbering 35, 
met in the usual semi-annual sales 
conference at the auditorium in the 
plant, May 8 to 10. Day and evening 
sessions were held under the charge 
of L. M. Doty, salesmanager. Samples 
for the Fall season which had been 
rushed through the factory were ready 
for distribution and the men started 
on their territories. A more optimistic 
spirit prevailed and from every sec- 
tion of the country encouraging re- 
ports were heard. 

A distinguished visitor was Phil A. 
Ritter, Dallas, Tex., who was one of 
the leading salesmen for the company 
for years and who is now retired. He 
came to mingle with his many friends. 

The list of salesmen who will carry 
the Selby line for the Fall season is: 
Harley Marconet, New York repre- 
sentative; E. C. Crisler, El Paso; F. 
R. Cahill, Rochester; P. J. Kidwell, 
Florida; L. L. Lindsey, Detroit; R. L. 
Long. Minnesota; W. B. Moore, 
Pittsburgh; O. F. Price, New York; 
J. S. Quinn, Sedalia, Mo.; T. J. 
Quinn, Missouri; C. A. Risley and G. 
L. Risley, Ohio; C. D. Risley, Pennsyl- 
vania; Joseph Shaw, Philadelphia; 
W. W. Skinner, Columbus; J. H. 
Thrash, Atlanta; J. A. Vondersmbse, 
Portsmouth; A. V. Wolcott, Holly- 
wood, Cal.; Paul G. Williams, Philadel- 
phia, and Ralph Walters, Columbus. 





Dickerson Omits Staff Meeting 


CoLumBus, Onrto—Instead of hav- 
ing the usual sales conference for the 
distribution of Fall samples, the 
Walker T. Dickerson Shoe Co. will 
send the new lines to the salesmen on 
their territories. These will go out 
the latter part of May. 

Walker T. Dickerson, head of the 
company. announced that the factory 
will continue in full operation for the 
coming two months on orders booked. 
He reported a decided tendency for 
the buying of higher grade shoes, 
which is apparent from every section 
of the country. 





Apt Moves to Rockland 


ROCKLAND, Mass.—Plans have been 
definitely made for the leasing of fac- 
tory space in the Emerson Shoe Build- 
ing. The E. R. Apt Co., for many 
years actively engaged in the manufac- 
ture of women’s novelty shoes at Man- 
chester, N. H., will soon open up here 
with the employment of 700 workers. 
The entire upper floor of the Emerson 
plant has been leased by the firm. This 
building also houses the Givren Shoe 
Co. and the Norman Shoe Co. 








Freedman in New Plant 


Brockton, Mass.—A. Freedman & | 
Sons, Inc., well known South Shore 
manufacturers, and for years located [ 
on Court Street of this City, have re- © 
cently leased quarters on the second | 
floor of the W. L. Douglas Shoe Com. | 
pany’s No. 3 factory in Montello, a 
suburb of Brockton. The new factory | 
space, which affords the Freedman 
Company approximately 23,000 square 
feet of floor space, will enable this well- ~ 
known concern to increase their pres- © 
ent production, and make _ possible 
several production plans tentatively ar- 
ranged in recent months. 





Fenton Leaves Brockton Shoe Co. ; 


HoLsrook, Mass.—Charles F. Fen- 
ton, for the past two years general 
manager of the Brockton Shoe Manu- © 
facturing Company, Holbrook, has | 
resigned and is reported as considering ~ 
opening his own factory, in a district — 
adjacent to the Brockton district. © 
Samuel Walker, in charge of the cut- | 
ting room of this factory also resigned © 
to accept the foreman’s position in the 
same department at Union Shoe Co., 
Brockton. 








Style Committee Meets 


The Style Committee, consisting of 
salesmen and executives of the Mara- 
thon Shoe Co., Wausau, Wisconsin, re- 
cently met for a development of Fall 
plans. 

While no detailed information has 
been announced, it is stated that some ~ 
decided innovations are being intro- © 
duced in the Pied Piper line for Fall, © 
and that full announcement will be 
forthcoming shortly. 





To Locate in South Braintree 


SouTH BRAINTREE, MAss.—The Pris- — 
cilla Shoe Company of Somersworth, 
N. H., headed by Samuel Shapiro, who 
with George Shapiro, controls the — 
Braintree Shoe Company, makers of © 
men’s welts, will soon move to the © 
South Shore plant, where the men’s © 
business has been conducted in recent | 
years. 








Quarles Elected Vice President | 
Worcester, Mass—J. Nelson Man- | 


. ning Shoe Co., announces the appoini- 


ment of Frank Quarles as vice-presi- 
dent. Mr. Quarles succeeds the late 
Geo. W. Moholland. He will continue 
his sales and style activities as here- 
tofore. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THE RECORDER’S 
DISTINCTIVE WINDOW 
DISPLAY CARDS 


Boot 
combi! 



























Selling is Through 
WINDOW 












IF the shoes in your windows MAY ‘ 
could only say aloud: a 
in lavender, darker green, 

“This is a fine store . . . always courteous service. The cus- and black; text in black. § EXCL 
tomer’s needs receive concentrated attention. The merchant — pe fn 
selling me is giving you wonderful value for each dollar you ents a» 
spend.” COMPLETE TEXTS dale 

a sent on request ; 
RECORDER WINDOW DISPLAY CARDS give “silent” shoes 4 carde—Women’s Shoes | SPEC 
in the windows a voice on behalf of the merchant. Make your 2 cards—Men’s Shoes EXCE 
merchandise attractive in display—use Recorder cards for 1 card—Children’s Shoes | exchas 
color and to talk YOUR store service—and your business will 1 card—Hosiery — 
. 6 cards—On Store Serv- PRIC] 
oe ice, Fitting, Quality, J cards, 
You can’t contact the window shoppers outside, but you can Ete. i dhe 
GUIDE their thinking. Appeal to them on a basis of service, Single Cards: 60¢ each to ass 


quality, personal satisfaction. Without Text: 35¢ each 
Recorder cards are designed and written exclusively for shoe SPECIAL INTRODUC. 
merchants. Double the value of your window displays with TORY SERVICE: 3 


cards, 50 blank tickets, 


hand-lettered selling messages on colorful, artistic, die-cut without holders, @ $1.50. 
show cards. On Annual Contract, two 
Samples will be sent on request holders supplied. 
| 











nish: 
three 











These 
holde 


size 


a eS 


= 
% dow 
REORDER | tars 


395 f 
fp 


“Z": Yellow Lam- «sg. “O”: Rose Design 
tern on Deep trim on Sethe on Light Tan. 
Orange. Yellow. 





ig35 


e 








OER ch oR 


“L”: Black and “I: Pale Green “er, 
Geld Design on Design on Buff. ye Beige — 
Pale Yellow. r 














Attractive Hand Lettered Price Tickets sy? a 

IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 

This group priced at: 6 dozen @ 85¢; 12 dozen @ $1.50 Pelee... 

“J”—Adjustable clips for tickets: 1% gross $2.25 

(Tilts at any angle) 1 gross $4.00 sesancase 

“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 “<—E> 
CHECK WITH ORDER, PLEASE, UNLESS C.0.D. SHIPMENT IS PREFERRED 

ASK FOR SAMPLES OF STOCK & FINANCIAL RECORDS 
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Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may 


exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 





PRICE TICKETS: Blank tickets, matching the current month’s 

cards, supplied free. Neat tickets with prices as wanted, but 
'@ not harmonizing with the show cards, supplied free, if pre- 
(ferred to blanks; harmonizing tickets, with prices as wanted, 
|} to assure well blended trim, are 25¢ per fifty, additional. 





HOLDERS 


™ nished gold— ae 
— | three color trim. Or art 
] and ° 


These modernistic 


+| ff holders take gor | Comfortable, 


q harmonize with Fores 

‘ the finest of win- ~ site senble 
dow display fix- ‘Seerony seleg ae 

{ tures. roe at 


CRO jag 
= # 


& 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Ill. 





Oval base — bur- eS 





ORE SHOES| 
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Select the Service You Wish— 


Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 


13 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 


9 display cards .. . 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 


7 display cards ... 2 holders . 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 


5 display cards ... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, II. 


Please enter our order for the Recorder “Selling Mes- 
sage,” beginning with May, for card service 


ING iene > for one year, consisting of........ card 
holders (with the first month’s service), ........ cards 
ANE Sccsccee blank tickets each month—OR—........ 
IMPRINTED tickets at 25¢ per fifty, additional, for 
which we will pay $........ per year, payable §........ 


per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 25¢ per fifty: 


Wee leks Corer oes ces Tee » ere Giienks eee 
SINGING 058 Soc oc ecute cacducaddenedercedevecceunt 
CHEMMBP So Sais Hate Cd da tsinsacs Seeds occadecduunevceds 
Ao PEPE CPE TCC CULT CC OCTET CICERO ECE CCIE CCC CL 
Ce ORee Cee ee TOOT ES Ce eee eee Cee e 
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CLAU/IFIED ano 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET . 


Boot AND SHOE RECORDER 
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SALESMEN WANTED 





POSITION WANTED 








POSITION WANTED 





ANTED — Experienced salesmen for Fall 
season beginning in June to carry well 
known line of women’s style arch shoes and 
women’s turn comfort shoes. Strictly com- 
mission basis—settlements, first and fifteenth of 
each month. No objection to carrying non- 
conflicting side line. Following territories open: 
Missouri and Kansas—Michigan—Kentucky and 
Tennessee—Virginia, North and South Carolina 
—Louisiana and Mississippi—Georgia, Florida 
and Alabama—Oklahoma and Arkansas—Wash- 
ington, Oregon and Idaho. Send references 
with application giving names of former em- 
ployers. Address D-362, care Boot and Shoe 
ae eae 239 West 39th Street, New York, 
iss 





SALESMEN visiting better stores — good 
commissions and large and repeat sales han- 
dling patented article every shoe store sells. 
Address D-357, care Boot and Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








POSITION WANTED 


SHOE Manager, Buyer and Salesman, age 35, 
with 20 years’ experience specially in or- 
thopedic footwear, desires position with relia- 
ble retail concern. Can furnish Al_ reference. 
Will go anywhere. S. Richie, 1378 College 
Ave., Bronx, 


SHOE Manager, Buyer and Salesman. 20 
years’ experience, desires position with re- 
liable retail concern. Can furnish good refer- 
ences. Will go anywhere. Address D-356, 
care Boot and Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











LEATHER POSITION 
WANTED 


Young man with long experi- 
ence in the selling and buying 
end of the leather business is 
desirous of securing a good 
position with a leather house, 
as sales representative or with 
a shoe manufacturer as leather 
buyer. Has wide acquaintance 
throughout the industry and can 
furnish the best of references as 
to ability and integrity. For 
further particulars — Address 
D-361, care of Boot and Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 

















AN ALERT 
SHOE MANUFACTURER 
NEEDS ME— 
I KNOW ADVERTISING 


I have created many retail shoe store pro- 
motion programs that clicked, for the Boot 
& Shoe Recorder. 


Since 1919 I have planned and produced the 
Shoe Advertising Service issued monthly by 
the Retail Service Department of the Dry 
Goods Economist, used by many of the most 
progressive Shoe Stores. 


I know style-coordination and how *o drama- 
tize the selling features of footwear in 
advertising and display that sells shoes. 


And I am thoroughly familiar with the me- 
chanics of both planning and producing the 
type of advertising shoe stores will use. 


Let’s talk it over! Present opportunities for 
increasing your sales through intelligent co- 
operation with stores is limitless. 


R. E. ANDRUSS 


c/o The Boot and Shoe Recorder 
239 W. 39th St., New York, N. Y. 











OOT-SPECIALIST: Former  Chiropodist 

and Orthopedic foot-specialist would like to 
connect with shoe store to take charge of arch 
support and foot correction work. Formerly on 
the personal staff of Dr. Wm. M. Scholl, 
M. D. Would also give electrical treatments 
in conjunction with fitting supports, if so de- 
sired. Dr. L. M. Male, 1018 Turner Street, 
Allentown, Penna. 








LINE WANTED 


MEN'S OR CHILDREN’S SHOES. Prefer 
Western Penna. territory where I have 
traveled for 16 years. Best references. A. L. 
Smith, 120 So. Negley Ave., Pittsburgh, Pa. 








OOD MAN WANTS GOOD LINE. I am 
“4 looking for a reliable line of men’s or grow- 
ing girls’ shoes. Well acquainted in New York 
and the Middle Atlantic States. Have estab- 
lished reputation as I have always carried repre- 
sentative lines. Address [1D-363, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


This advertisement is not written by 
the man referred to but by one who 
knows him. The man is a nationally 
known personality in the shoe indus- 
try as a sales and merchandising 
authority. His connections have been 
and at present are with leading houses 
in that field. His executive ability in 
developing and promoting business is 
a matter of record and his faculty for 
styling and judging style has been 
proved as has his merchandising 
methods. His reasons for making a 
change are based upon a desire to 
extend his opportunities. Would be 
intereseted in a position of general 
sales or merchandise manager for a 
manufacturing enterprise or an out- 
standing retail organization; or a 
working interest in a sound smaller 
manufacturing or retail organization 
with a future. 
Address D-360 
Care Boot & Shoe Recorder 
239 West 39th Street 
New York, N. Y. 








AILER, May 20, 19335 a 


——— 


—— 
























LINE WANTED 





QPPORTUNITY for manufacturer popular 3 


price work shoes to cooperate in operating 
group of departments with small jobbers. 30 
day terms. Confidential. Address D-359, care 
Boot and Shoe Recorder, 239 West 39th Strect, 
New York, N. Y. 








SHOE BUYER WANTED 


SHOE BUYER, live wire, neat appearance, 
not over 35 years; preferably one em- 
ployed as assistant to buyer in large shoe de- 
partment. Excellent salary and commission, 
payable monthly. State experience for past 5 
years. if employed at goeegmt. Box 605, 
Equity, 113 . 42nd St., N. Y. 








Minimum charge 75 cents. 
$1.25. 





CLASSIFIED ADVERTISING RATES 


The rate ior “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per 
When a box nuinber is desired twelve words should be added for the address. 
word of the address should be counted 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance 
&* Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™& 


word. Minimum charge 
In all other cases each 
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Here's Where to Stay in 


ich ICAGO‘s= 


for CONVENIENCE, COMFORT! | 
GERMAN COOKING 


[Hh the main traffic artery 
to and from the Worlds Fair 


Grounds. 


ROOMS aaa HOTE ys Aopen facilities. High school education or the State Depart- 








iS ? ele GARAGE 
° Owned by 
the Hote] 








ECONOMY €. REAL A 


thing worthwhile in Chicaga CHIROPODY offers an attractive 
Write today for 

‘A CENTURY OF PROGRESS, 

the Worlds Fair descriptive 

booklet — free on request. 


WORLDS FAIR SATS leading to degree of Doctor of Surgical Chiropody. 
ACCEPTED NOW: Three buildings, wide recognition, scientific equip- 
gute ie nas ment, eminent faculty of chiropodists, physicians, 


ry 


ILLINOIS COLLEGE 







| Worlds Fair Sitcles / | OF CHIROPODY AND FOOT SURGERY 


PP va wav 
V 4 








Students in Famous 
Foot Clinics of 
Chicago. Over 
35,000 foot cases are 
treated annually. 














Close to every- 











profession to those interested in entering the practice 
of this branch of medical science. 







Illinois College of Chiropody and Foot Surgery is 
now in its twenty-first year as a leading educational 
institution in this specialized field. Three year course 















surgeons, chemists and orthopedists. Excellent clinical 







ment of Education equivalent required for entrance. 


For bulletin write the Registrar, Dept. RM-20. 


N .  [linois College of Chiropody and Foot Surgery 
—————— 1327 North Clark Street Chicago, Illinois 






























BUSINESS OPPORTUNITY 

















HOTELS HOTELS 








EY ERY shoe store should have a trained Chiro- 
podist. Complete course by correspondence. 
Adjustments, pads, supports, surgery taught. 
EVANS FOOT INST., Montgomery, Ala. 


MEN’ S SHOE MANUFACTURERS: — 
Ww anted a popular priced in-stock line of 
men’s shoe on arranged consignment basis. 
Atlantic City, N. J. Well rated and estab- 
lished. Address D-358, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


$12.000 Equity, Los Angeles, Calif., Resi- 


dential Income Pro perty, trade 








for clear going shoe store or bet Hging where 
there is a shoe store needed Willson, 
4622 West 30th Street, Los neakdin Calif. 








MERCHANTS’ NEEDS 





/AIN\ SHOE CARTON LABEL 
Gls SPECIALISTS 


THE AME? cine ING" 


Jia-3int CimCINN AT 


Mike arate fot Sanpile > 











WANTED TO PURCHASE 














Buyers of Surplus Stocks 


We w' tf Sooke of cheese 
rem memati =z ag rm retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc 
590 Broadway New York 
Phone Canal 6-4298 and 4290 






























When You GoTo 
Yy rn 


p00 es 


A= and 








PSUST WEST of Bway | 


NEW YORK 
1000 ROOMS 


EACH WITH BATH AND SHOWER 
Circulating Ice Water... Radio... 











Abel Buys Whitmore Store Large Closets...Full Length Mirrors 
PROVIDENCE, R. I.—Edric R. Abel, for OTHER UNUSUAL FEATURES 
21 years buyer and manager of the SUN-RAY HEALTH LAMPS 


shoe department at Shepard’s in this 
city, has purchased Whitmore’s Arch 


Aid Shoe Shop located at 236 West- 
minster St. The shop was conducted a $950 — $600 


for many years by Mr. Whitmore and 
more recently by Charles Tompkins, IN THE HEART OF TIMES SQUARE 
who is retiring from business on ac- 


count of poor health. 

Mr. Abel had previously severed his 
connection at Shepard’s where the shoe an encouraging week of business. The 
department is being operated by Rich- new business is incorporated by Mr. 
ard Fairbend. Abel, Bessie G. Abel and Edwin J. 
In his new store, Mr. Abel reports Tetlow, all of this city. 


Roof Solarium... Air-Cooled Restauran: 
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BOOTS AND SHOES 


Ault-Williamson Shoe Co., Auburn, Me.... 46 


Bass, G. H., & Co., Wilton, Me............. 50 
Brown Shoe Co., St. Louis, Mo............. 31 


Cambridge Rubber Co., Cambridge, Mass... 3 
Chase, W. 8., Sons, Haverhill, Mass........ 48 
Child Life Shoe Mfg. Co., Milwaukee, Wis. 52 


Clapp, Ewin, & Sons, Inc., E. Weymouth, 
ass. 


Colt-Cromwell Co., Inc., New York City... 51 


Craddock-Terry Co., Lynchburg, Va. .2nd Cover 


Dodge, Bliss & Perry Co., Inc., Newbury- 
ec. ccassdsbnseakeseanetenns on 54 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 54 


Evans’ Son, L. B., Wakefield, Mass....... 39-41 
Marathon Shoe Co., Wausau, Wis.......... 1 
Mrs. Day’s Ideal Baby Shoe Co., Danvers, 
BT. 540 a swab sense iss daeuasads akawnes 52 
Nettleton, A. E., Syracuse, N. Y.......... 48 
Old Colony Shoe Co., Brockton, Mass...... 48 
Orthopedic Shoes, Inc., New York City.... 5 
Packard, M. A., Co., Brockton, Mass...... 40 


Queen Quality Shoe Co., St. Louis, Mo.... 10 


Richards & Brennan Co., Randolph, Mass.. 48 
Roberts, Johnson & Rands, St. Louis, Mo.. 23 


Shaft-Pierce Shoe Co., Maribault, Minn.... 54 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 54 
Stacy-Adams Co., Brockton, Mass.......... 48 
Swan Shoe Co., Baltimore, Md............ 52 


United States Rubber Co., New York City, 


Front Cover 


United Shoe Mfg. Co., St. Louis, Mo...... & 


Vaughan-Tewle Shoe Co., Wakefield, Mass.. 4 


BooT AND SHOE RECORDER 


IN THIS 


combining THE SHOE RETAILER, May 20, 1933/ 


A BuyING GUIDE TO! 
OUR ADVERTIVERY, 
wie. . .| 





LEATHER AND OTHER MATERIALS 











Colonial Tanning Co., Boston, Mass........ 4 


Goodyear Tire & Rubber Co., Akron, O...26-27 
Hamel Leather Co., Haverhill, _—, parol 
Kistler Leather Co., Boston, Mass.......... 29 
Surpass Leather Co., Phila., Pa.......... 37 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md............. 50 
Janvier, Walter, Inc., New York City...... 42 
Littleway Process Co., Boston, Mass...... 49 


Spaulding Fibre Co., No. Rochester, N. H., 
3rd Cover 


United Fast Color Eyelet Co., Boston, Mass. 2 


United Shoe Machinery Corp., Boston, 
MNOS: ».cp Neen esee dees csc cseane on eu ++ 33-3 
SHOE ACCESSORIES 
Simplex Shoe Tree Corp., Chicago, IIll.... 50 


Johnson Products, Inc., Indianapolis, Ind... 53 


MISCELLANEOUS 


American Printing and Label Co., Cincin- 
nati, 5 


Hotel Atlantic, Chicago, Ill............+--- 59 
Hotel Edison, New York City............. 59 
Hotel Martinique, New York City......... 51 
Hotel Pennsylvania, Philadelphia, Pa..... 59 


Illinois College of Chiropody, Chicago, Ill.. 59 


Kirsch-Blacher Co., Inc., New York City.. 59 








OBITUARY 
Harry B. Schweitzer 





Maywoop, Itt.— Harry B. Schwei.- © 
shoe traveler passed 
away May 2, at his home in this city, _ 
He was 73 years old and retired for | 


tzer, and old 


some time. 


Jack Tobin 


St Paut, Minn.—Funeral services 


were conducted May 13 in Burling. © 


ton, Iowa, for Jack Tobin, 37, manager 


of the St. Paul store for the Panor | 


Shoe Co. for the last eight years. He 


died in the U. S. Veterans hospital af- 


ter illness of a year. He formerly 


lived in Des Moines, Iowa. His wife — 
survives. 
William J. Greiner 

CoLUMBUS, OHIO — William J. 


Greiner, aged 76, who up to two and a 
half years ago was actively in the re- 
tail shoe business at 235 East Main 


Street for more than 50 years died re- | i 


cently. Mr. Greiner has the distinc- 


tion of being the oldest shoe man in | 
The © 
store which is now operated by his 


Columbus in point of service. 


brother C. Greiner and his two sons 
Harry and Robert, has been located in 
the same store room for 81 years. The 
company has catered to four genera- 
tions and is still going strong as a 
family shoe store. W. J. Greiner is 
survived by a daughter and several 
grandchildren. 


Leon Dalsimer 

PHILADELPHIA, Pa.—Leon Dalsimer, 
54, son of the retired founder and mem- 
ber of the firm of S. Dalsimer & Sons, 
shoe merchants, died May 10. 

Mr. Dalsimer had been ill two years. 
He was graduated from Hahnemann 


Medical College with the degree of | 
doctor of medicine, but only practiced | 


a short while before entering the busi- 


ness of his father, Sylvan Dalsimer. | 
His father, who was 90 years old last | 


June, has been retired several years. 

Leon Dalsimer was associated in the 
business with his three brothers, Mil- 
ton, who is president, Herbert and 
Walter D. In addition to the brothers, 
he is survived by his wife, Mrs. Miriam 
Folz Dalsimer, and a sister, Mrs. Max 
Rieser, of Columbus, O. 
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VODE KID 


COLORS 


FALL & WINTER 


ADMIRALTY BLUE 


a correct Navy Biue 
under all lights. 


PADDOCK GREEN 


dark neutral green for 
wear with taupe greys 
and new greens. 


MADEIRA 


AA® 4 wine shade effective 


with the important 
arey furs for Fall. 


TAUPE BROWN 


a soft grey brown. 


CINDER BROWN 
a O =: seep dak dale beens 


to complement reds, 
rusts and taupes. 


ey 


























INDIES BROWN 


a true neutral brown 
good for high-style as 
well as staple types of 
shoes. 


GUN GREY 


the darker of a pair of 
new greys continuing 
the superb color so 
successfully evidenced 
in Vode's Spring grey— 
Color 177. This new 
Gun Grey will be pop- 
ular for early Fall. 


FLINT GREY 


a medium grey to be 
effectively combined 
with darker grey, black 
or brown. 


FAWN BROWN 


an excellent combining 
color for staple styles 
sometimes known as 
Field Mouse. 


A VODE COLOR BOOKLET WILL BE SENT ON REQUEST 


209 SOUTH STREET 






A L ee ee Dk 


| STANDARD KID DIVISION 


BOSTON, MASSACHUSETTS 





Vol. 103. No. 12. 





Boot & Shoe Recorder Publishing Company, 239 W. 391 ! 
ee en ee York. N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. 


h St., 


New York, N. Y. Entered as serene tues matter, Sept. 10, 1925, 
A 


















Mhe fandamentals af Gels 


able merchants and thea 


OFTEN the very simpleness of a solution or the close familiarity with a fact 





causes them to bé ignored in thinking. 





The shoe merchant’s problem today is how to extract the utmost in legitimate 





retailing from an enormous, unprecedented season for selling white shoes. 





Therefore, we call attention to these basic principles of good salesmanship: 






1. THE LAW OF SUPPLY AND DEMAND GOVERNS PRICES 




















this is such a record year for white kid shoes, and with other fac- 
tors contributing, there actually will be a shortage of white kid 
shoes before summer selling is over. This is key information to 


SUPPLY. 


white kid shoes generally start selling in May; a large volume of 
business on them is done in June . . . and then, the awful mistake 
is made by retailers of putting their white kid shoes into reduced 
price clearances right after, or before, July 4th. How many girls 
and women of your clientele and acquaintance go away on a vaca- 
tion trip without a brand new pair of white kid shoes. Decidedly 
few is right! And when are most of the summer vacations taken? 


AFTER JULY 10th! 








Are you getting a better picture of the DEMAND? 





Then maintain your prices and your sizes and your selections 
of white kid shoes right through to the middle of August, at 
least. 




























lesmanship which so many 
elatis have forgotten 


H 2. THE LARGEST NUMBER OF FAVORABLE FACTS KNOWN TO 
THE PUBLIC ABOUT SOME PARTICULAR MERCHANDISE 


WILL MAKE IT OUTSELL ALL COMPETITIVE OFFERINGS 


what are you telling your public about your white kid shoes, other 
than their price? 


there’s no fun playing second fiddle after the first violinist has 
received all the entertainment money, and once a woman buys 
white kid shoes from the retailer who told her the largest number 
of favorable facts about them, there’s no use in your trying to sell 
her white shoes of any description. She’s satisfied and bought up! 


WHAT ARE THE FAVORABLE FACTS TO BE FEATURED 
about your white kid shoes? 


are they easy to keep looking new and immaculate? 


have they a safely washable surface that won’t streak 
with simple soap and water cleansing? 


is the white kid in them dependable leather? 





4 The answers are “yes” if you bought “THE WHITEST WHITES*”— 
4 LEVOR’S tannage. 


In the May 13th issue of the BOOT & SHOE RECORDER, on pages 2 
and 3, was pictured two attractive, FREE helps for advertising and sell- 
ing white kid shoes to profitable advantage. Refer back to this issue 
and then write for the free material offered. 





*REG. TRADE MARK 
U.S. PAT. OFFICE 
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A dull imported calfskin oxford on our BELMONT, a splendid 
fitting, smart appearing English custom last, built with edges in keeping with 
its character. The pattern is the short roll front English type with five eye- 


lets and the curving vamp line harmonizes with the general contour of 


the model. 
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IN- STOCK 


GENUINE HAND-MADE 


TURNS 





rf 4 lI 4 ADDITIONAL 
TERMS 5% dy) ibd 4 CHARGE oF 
10 DAYS TO LESS THAN 


THREE PAIRS 


On the threshold of a great white season these genuine 
hand-turned styles from stock offer an unusual oppor- 
tunity to cover before the pressure of rising costs be- 
comes acute. Note that these are safe, saleable patterns 
of exceptional Dodge, Bliss & Perry quality at the lowest 
prices in many years. You can make no mistake in 
covering your Summer requirements now! 
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‘ae aa ~~ No. 1375—White Kid 
. . “Nanna” 
No. 1533—White Kid : AS 
bei ~ ca 16/8 Cuban Heel.......$3.15 
20/8 Belle Louis Heel... .$3.15 sag) a 





















































This chart indicates the sizes and widths 
available on in-stock numbers. 








No. 1 102—White Kid 





“Regent” . ; 
16/8 Heel, — AAAA to C No. 1108—White Kid No. eee a Cloth 
MED Brieersevexses +2 i = 16/8 Cuban Louis Heel. . .$3.00 
20/8 Heel AAAA to C 
No. 7150—Black Kid 2 to 8 $2 5 
“Regent” Seco eo ee 646 . 
NGhee Heel is. cs.c4-0seex $2.75 No. -. Topo Cloth 


n 
19% /8 Belle Louis Heel. .$2.75 


DODGE 
BLISS & PERRY 





No. 1951—White Kid 


Fl 16/8 cuban Louis Heel. .$3.00 COMPANY, INC. 
10 NEWBURYPORT, MASS. @ 























: ‘“‘ONE GOOD TURN SELLS ANOTHER’’ 
(EXEEEEELEEERERTELTESE SEES ESSE 
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A big white shoe season 











is in prospect. 


<> Diamond Brand Fast 
Color Eyelets with roll 
setting are the finest shoe 


eyelets made. 





UNITED FAST COLOR EYELET COMPANY 


BOSTON, MASSACHUSETTS 
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luP...UP...UP...60 YOUR PROFITS 
MID-SUMMER 
CAMCO ORIGINALS 


ALL THE SICNS 
SAY ‘‘BUY’ 


Manufacturers are paying more for their 
materials. People are buying more shoes. 
They want out-door specialty footwear for 
July and August—and you can sell them 
at the right price—if you . . . 


DON’T DELAY and 
COVER NOW 


against possible price increases. Reorder 
later, if necessary. And be sure to buy 
known, quick-selling Camco style and qual- 
7 So good that 
WE ARE MAKING TWENTY THOUSAND 
PAIRS A DAY 
Buy Now! 


write or wire for... 


{ 


| 
| 
i 


CA\ViCO 


CAMBRIOGE Myrdg RUBBER CO 


lengthens your profit selling season. Camcos 
sell out to the last pair without drastic mark- 
downs. Hundreds of retailers have already 
re-ordered Camcos. They sell every woman 
two pairs, because of the choice of colors 
in a variety of patterns. Camcos have many 
extra sales-building features. VULTEX 
PROCESSED MESH—washable, durable 
and better-looking. High or low heels— 
Jeather or crepe soles—exclusive Camco 
welt construction—variety of right colors, 
solid and mesh patterns—styles for men, 
women, misses and children. 


~-- Samples or case lots 


and don’t forget . 4. . SNEEX, 


TRED-LITE 
o> GO} °a B) 


/ 
/ 
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No. 1670-—~Ail White Kid 
$5.00 


Center buckle one strap, 362 
last, 15/8 covered Cuban Heel. 
AAAA-5 to 11. 

AA-3% to rf J 

Sat 40-22. EE & EEE-2% 
to 11. 


No. 1518—All White Kid 
$5.15 


wave eyelet blucher, 362 Iast, 
15/8 covered e°ET heel, leather 
top. AAAA-6 to 11. AAA to B- 
4% to 11. C and D-3% to 10. 


502—Genuine White 
Buck $5.10 
Perforated oxford, 365 Rx last, 
panes sole and heel, 12/8 height. 


AAA-6 to 10. aS A- AA-4 to 10. 
A to EEE-3% to 10. 


W. B. COON CO., 
37 Canal Street, Rochester, N. Y. 
Gentlemen: 


(] Send descriptive folder 
Shoes in Stock. 


[] Send us a pair of No. 


N SUMMER, Fashion has so many 

moods. And you... Mr. Dealer . 

cannot afford to neglect the unusual 
feet which demand comfort in Summer 
Shoes just as they do in shoes for the 
rest of the year. 


Here are six unusual shoes . . . for 
unusual feet . . . built on the same 
comfort-dispensing lasts, which have 
made Wilbur Coon Shoes so famous 
for their utter foot ease . . . for their 
exceptional corrective and preventive 
qualities. 


And . .. since these shoes fit un- 
usual feet, it is only obvious that be- 
cause of their great size and width 
range, plus their Special Measure- 
ments .. . they will fit normal feet, 
too. Yes, and perhaps just a little 
better than other ordinary shoes. 


Clip the coupon below, send it to us 
and we'll mail you a description folder 
of 19 Wilbur Coon Shoes for Summer. 


No. 2351—All White Kid 
$3.95 


Center buckle one strap, 362 
last, 15/8 covered Cuban heel. 
AAA to EEE (no EE) -3% to 10. 


No. 2350X—White Washable 
Calf $3.95 


Gypsy tie, oval punched thru 
lining, 314 last, 14/8 covered 
Cuban "5 nm top. AAAA 
to D-3% t 


No. 2309X—White Glazed 
Kid $3.95 


Five eyelet By er 3/4 onguten. 


314 last, 4/8 ARARUOT Cub 
heel, erg to y to 10. 
AAA-4 o. AMS to E (no 
BE} Sie 4 


tbo Leon Ahow 


on 19 Summer 


Ww. B. 


Made By 


COON CO. 


ROCHESTER, N. Y. 


New York Office: 
Chicago Office: 


520 Marbridge Building 
34th St. and Broadway 


506 Security Building 
189 W. Madison Street 
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